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YOU Make the Difference 


WILLIAM H. GOVE 
Vice President, E. M. C. Recordings Corporation 


St. Paul, Minnesota 


An address before the 43rd Annual International Consumer Credit Conference, Miami Beach, Florida, June 20, 1957 


E HAVE A little black and 

white card on our conference 
table in our company and it says 
“Are we easy to do business with?” 
We get all excited about production, 
finance, personnel, selection, train- 
ing, motivation, supervision and con- 
trol. We forget this little thing that 
brings us back to life. Everything 
that has happened to you and me in 
the last half century has emphasized 
this idea. Your credit plans are built 
on the idea of making things easier 
to get. Enjoy it now; pay for it 
later. It is easier that way. How 
about direct mail? They say “Tear 
off the top of a box and send it in 
now. Do not delay. The contest 
closes at midnight. There is a bonus 
for prompt decision. Send no money. 
Forget the postage. Just put a little 
‘X’ where it says ‘Bill me.’ It will 
cost you before you get through, but 
forget the postage, we will take care 
of that. Put the ‘X’ there.” 

You might be interested in this. 
We tried a psychological test. You 
leave a big company to go into busi- 
ness for yourself and you try all the 
things the big company tried. We 
tried these psychological tests where 
you bring in new people and they 
trv to put a square peg in a round 
hole. We found a man who could 
do it. He is now our President and 
doing a mighty fine job. 


One Idea 


I know less about your business 
than anyone but I know this; I have 
to get up in the morning and go to 
work and so do you. During the day 
I have to ask people to do things for 
me and with me and so do you. If 
they do them we live and if they 
do not do them we are dead, so we 
probably have more things in com- 
mon than you think and I want to 
share one idea with you. I do not 
want to give you a list of eight 
things you should do to be happier. 
I do not want to give you a list of 16 
things you should do to be success- 
ful. I do not know what they would 
be. I know what success would mean 
to me. It would mean getting off 


this rat race and spending more 
time at home with Mama and the 
children. This is my idea of success. 
It could not possibly be the thing 
that motivates you because I am not 
going to meddle and I do not have a 
license to preach. 

I want to share with you just one 
idea. Do not agree with it if you do 
not want to. Think about it; chew 
it; and if you want to pass it on to 
your people it is all right with me. 
First, I want to spend just a little 
time separating an idea from a gim- 
mick. A gimmick attracts attention. 
We need them. Shoct off a cannon; 
blow up balloons; have parades; 
play music; and get people excited. 
We need this. These are gimmicks. 
But an idea always promises some- 
body something. 


Gimmicks and Ideas 


Bruce Barton once said that there 
is one way to separate a gimmick 
from an idea. He said the words “I 
love you” are the most significant 
words in the English language but 
if you walk up to a strange girl on 
the street and say “I love you” she 
will probably shrug her shoulders, 
think you are crazy and walk on. 
But if you walk up to the same 
strange girl and say “I am going to 
make love to you right on this street 
corner right now”; this is different; 
this is an idea. 

Here is the idea. For a long time 
I have been looking for a word that 
best describes the relationship be- 
tween two or more people when 
some persuasion is involved. When 
two people get together one person 
is trying to get through to the other 
person either in person or in print. 
What do we call it? I used to think 
it was the word “sell.” That would 
describe this relationship but now 
I am not so sure because too many 
times the word “sell” implies con- 
flict and combat. At times it is al- 
most like saying “In this corner, at 
145 pounds,:from Passaic, New Jer- 
sey, wearing purple trunks, we got 
a salesman.” “In this corner we have 
his adversary, the customer.” I come 
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home from a trip and my wife says 
“Someone was here today trying to 
sell me,” as if it was a dirty word. 
I used to sell magazines and vacuum 
cleaners from house to house and in 
the early 30’s we did not put one 
foot in the door, we put our head in, 
and then if the housewife closed 
the door we could keep right on 
talking. 

I thought there was no other word 
but “sell” to describe this relation- 
ship. We used to have our sales 
meetings at eight o'clock in the 
morning and after the meeting we 
would walk around the table sing- 
ing “Rise ye sons of Hoover.” Then 
we would walk out through an open 
door and the boss would hit us 
across the back with a copy of the 
morning paper and say “Go out and 
sell, sell, sell.” Then he would go 
back to bed. And my first boss said 
“If you want to sell, remember this. 
Give everybody a big handshake; 
a big pat on the back; give them a 
lot of flattery; and make them love 
you. This is the key to successful 
selling.” He said “You don’t have to 
be smart. We have got guys in this 
outfit who spell Philadelphia with 
an ‘F’. They even need instructions 
on how to get out of a telephone 
booth. But, they make everybody 
love them. Grin, boy, grin.” For the 
next two and one-half years all I 
did was grin. I did not sell anything 
but every year at the Christmas 
party I was selected as the outstand- 
ing grinner until I found out quite 
by accident that the salesman who 
had been leading our division month 
after month had not smiled since 
1929. 

What Is the Word? 


Is the word “sell” the word we are 
looking for? I do not think it is. 
There is the word “serve.” Is our 
only job our prime objective to 
serve our customers? It makes a 
good speech. I could say to you 
“You and I succeed according to 
how much of ourselves we give to 
the other person.” This sounds good 
but let us be realistic. In my terri- 
tory I used to serve them until you 





would not believe it. I would do 
everything but help them deliver 
their babies and then some dude 
would come along with a clergy- 
man’s discount and I would be out 
of business. 

What is the word we are looking 
for? I like the word for what it is 
worth but you do not have to agree 
with me. I like the word to describe 
this relationship between you and 
the customer; to describe any inter- 
personal relationship between par- 
ent-child, husband-wife, friend- 
friend, citizen-community, buyer- 
seller, and relationship where per- 
suasion is involved. I like the word 
“Swap.” Before we had money to 
buy with, we swapped. We swapped 
a torn kite for a rusty jackknife; 
we swapped a Lou Gerhrig bat for 
a Rogers Hornsby bat; and get this, 
the only time the swap relationship 
fell down is when one party or the 
other failed to live up to his part 
of the bargain. “Sell” too many 
times is one way. I will sell you. 
“Serve” unfortunately is a one-way 
street too many times. I will serve 
you, you say. It does not necessarily 
imply that if I serve him he will 
serve me. 

The swap concept says that I will 
serve him and he will serve me and 
together we will get the job done; 
together we will build a program; 
and together we will make music. 
You say “What kind of a relation- 
ship are you talking about?” I will 
do something if the other person 
does something. I did not say if, I 
said and I will do this if you will do 
this. There is a dual responsibility. 

We have a teen-age daughter. 
They can give you “fits” at times. 
We think a swap relationship is the 
only one that works. We have made 
a lot of mistakes as parents but we 
said to Nancy “This is the first time 
you have ever been a teen-ager but 
do not forget this is the first time 
we have ever been parents too. Now, 
we can either have love and joy in 
the home for the next few years or 
it can be murder. Let us have some 
fun. We will swap you. We will do 
this and you do this. Now, if we 
make a mistake you tell us and if 
you make a mistake you can be sure 
we will tell you. We will swap you.” 

The insurance people, who are 
the real professionals in interper- 
sonal relationships, have been doing 
it for years. They say “Mr. Gove, 
we will swap you. Now if you get hit 
by a truck, Mama gets this amount. 
But, if you get hit by a herd of 
buffalo, Mama gets this amount. 
Now, if you outsmart us and live 


to be 65, you get this amount. All 
you do is to deposit so many dollars 
each month.” There is a dual re- 
sponsibility in all interpersonal re- 
lationships. We will swap you 

We have been putting on an audio 
visual for dealers around the coun- 
try telling this “swap” story and we 
say “Mr. Dealer, we will give you a 
quality line, backed by people you 
can trust. When we call on you we 
will tell you the truth. We will have 
respect for you and your policies. 
We will not only sell you merchan- 
dise but we will help you sell it. 
We will put on sales meetings for 
your men and we will furnish ad- 
vertising and sales promotion sup- 
port. That is what we are going to 
do. Now here is what we want you 
to do. We want you to tell us the 
truth when we call on you. We want 
you to have respect for us and our 
policies. We want you to help us 
grow. We will swap you.” 


Anything to Swap? 


What do we have to swap? I have 
a salesman friend who carries with 
him a three-minute egg timer where 
ever he goes. When calling on a 
prospect he says “My name is 
Charles Montgomery. I am with the 
Lincoln Pharmaceutical Company. 
We have a great company. I call on 
doctors and they are always busy 
They go from the hospital to the 
home and then to the office. They 
are only in the office a few minutes 
a day and I got to get in there and 
tell my story. They are busy. I got 
to also compete with Eli Lilly, Ab- 
bott, Upjohn, Parke-Davis and the 
big fellows. This is a three-minute 
egg timer. I took all the things I 
got to tell you about and last night 
I broke them down into a three 


minute talk, so Mr. Doctor, when 


CHRISTMAS 
= SEALs 





the sand gets to the bottom, I will 
steal quietly away.” I said “Charlie, 
you cannot possibly give your talk 
in three minutes, can you?” He said 
“I can, provided I do all the talking 
If the doctor interrupts, I turn the 
timer right back again and if the tele 
phone rings I also turn it back. He 
is not going to be treating his pa 
tients on my time.” I think this is 
pretty realistic. What is Charlie 
Montgomery saying? He is saying 
“Mister Doctor, I will be considerate 
of you and your time, but this is not 
enough, I want you to be consider- 
ate of me and my time.” Charlie 
calls this the gift of consideration. 

We spend a lot of time when we 
get together at annual conferences 
talking about good listening in all 
our interpersonal relationships. We 
find that working with other people, 
if we can listen with understanding, 
we have done half the job. The high- 
est compliment you can pay another 
person is to listen. They say the 
Lord gave us two ears and only one 
mouth. Maybe we should not try to 
outsmart nature. Listening can be 
more persuasive than anything. We 
say “You can’t find out how people 
feel, act and think unless you lis- 
ten.” This is all wonderful, but 
“Swap” says “I will listen to you, 
my friend, but this is not enough, 
you have got to listen to me, too.” 

When I was with Minnesota Min- 
ing Company we used to open our 
interview by saying “My name is 
Bill Gove. I would like the time 
that it would take to ask you a 
couple of questions.” I think that is 
a good opener. We have added some- 
thing to that now and we think it 
is more realistic. We now say “I 
would like the time that it would 
take to ask you a couple of ques- 
tions and then I want you to ask 
me a couple because I have got 
some on which I would like your 
opinion. I will swap you.” 

What do we have to swap in our 
When 
we get together at sales meetings we 
do not talk about cute, deceptive, 
or tricky sales talks. We talk about 
what we have to give as our re- 


interpersonal relationships? 


sponsibility in the swap relationship 
We do a lot of talking about the gift 
of reassurance. This is a big one. We 
all know that life is more complex 
than it has ever been; more ten- 
sions; more worries; and more in 
dicision. The one big indecision is 
in the area of how we spend our 
money. We have to be careful how 
we spend it and we cannot make a 
mistake. 

So, when we are buying some- 
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thing important; standing with a 
salesman, we are saying to ourselves 
“Should I buy it? Should I buy it 
now? If I buy it now will I be glad 
I bought it?” Right now we need a 
trick sales talk like Custer needed 
another Indian. All we need is quiet 
reassurance that we made the 
right move. Has this happened to 
you? You buy a new, automobile. 
You drive from the dealership and 
you should be on “Cloud Nine” but 
are you? Not necessarily. You are 
saying to yourself “Should I have 
swung for all those extras? Maybe 
if I had hung on a little longer I 
could have bought a better deal. 
Maybe I should have waited a year.” 
All you need is someone 
trust to walk up to 
“Hey, man, you 
automobile there. 
Horn look like a 


great deal.” 
You Get Cecil 


instead you 


have 


you can 


you and say 
have got a lot of 
You make Trader 
bum. This is a 


But run into Cecil. 
Now, neighborhood there 
is a Cecil. This guy would not pay 
retail price for a loaf of whole-wheat 
bread. He has never worked much 
and is a self-styled financial 
sultant. He sees the car in the yard. 
He comes in and kicks the tires and 
says “Where did you get it?” You 
“T bought it from Jim Brown.” 
“Are you crazy?” This is 
all you need. He says “Are you out 
of your mind? Why didn’t you see 
me first? What does Jim Brown 
stand for?” You say “I guess Jim 
is short for James.” He says “Exact- 
ly. Jesse James. This guy is a direct 


in every 


con- 


say 
He says 


descendant.” “T have got a 
friend who would give it to you at 
$300 less than you paid. He 
money on deal.” You 
“How does he stay in business?” He 
“He juggles the books.” 

You need reassurance but you get 
Cécil. Or you buy a new suit and all 
sudden it you that 
this suit does not look as good on 
you as it looked on that model in 
the window. But all you need is 
someone to say “Oh man, that is a 
sharp set of threads you got there, 
you really come on Bud.” But you 
do not get that but instead you get 
Cecil. He puts his hand on your 
lapel and says “New Suit?” You 
“Yeah.” He says “That reminds 
me, I need some new seat covers. 
What's the matter, didn’t they have 
your size? If 1933 ever comes back 
you will be the best dressed man in 
St. Paul.” 

Did this ever happen to you? You 
get a sore throat. You have had it 
three days. You feel this might be 
fatal. So you stop reading continued 
stories and check to make sure your 
insurance is paid up. All you need 
is someone to come along and say 
“T had the same thing. I had my 
throat painted and the next morning 
I woke up like new.” But, you run 
into Cecil. “You got a sore 
throat?” I say “Yes.” He says “Who 
is your doctor?” I say “Doctor Gil- 
lespie.” He said “What did he do?” 
I said “He painted my throat.” He 
“What did he charge you?” I 
“$35.00.” He says “You could 
have had your whole kitchen paint 
ed for $35.00.” 


He says 


loses 


every say 


Says 


of a occurs to 


say 


He says 


said 
said 
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What does Calvert say 
the best liquor in 
they say we got a guy, Sam Schlu- 
penheimer down in Jackson, Mis 
He switched to Calvert; he 
Now if it gives 
you a big head or a hangover, do not 
come to us. Go down to see Schlu- 
penheimer; he is the guy that said 
it was good. 


“We have 
America?” No, 


sissippi. 
told us it was good. 


Sales Meetings 


We do a lot of talking at our sales 
meetings about the gift of expe- 
rience and here is the gift you have 
to give in all your interpersonal re- 
lationships as part of your respon- 
sibility in the “swap,” the gift of 
experience. I have a client in Men- 
asha, Wisconsin who talks about the 
gift of experience. It is the thing 
that has kept him in business and 
doing so well and being happy on 
the job and developing a tremen- 
dous spirit in their organization over 
the years. I made 77 calls on print 
ers last summer with their salesman 
selling fine paper. This was unusual. 
Not once during these calls did the 
salesman talk about paper. He 
passed on ideas to the printer. He 
showed the printer how to be a 
better printer and how to do a bet- 
ter job. If the printer did a better 
job he did more printing; if he did 
more printing he used more paper; 
if he used more paper he bought 
more paper from the merchant; if 
he bought more paper from the mer- 
chant; the merchant bought more 
paper from the salesman. But it 
started way back as the gift of ex- 
perience. 





I have named only four gifts we 
can give in our interpersonal rela- 
tionship as part of what I think is 
a realistic answer to interpersonal 
relationships, swapping Considera- 
tion, Attention, Reassurance and 
Experience. I do not have to tell 
you that the first four letters spell 
out “Care” and this is what prob- 
ably made Boyd Campbell the finest 
head of the Chamber of Commerce 
of the United States we have ever 
had. I have had people tell me “He 
is lovable and all, but he seems to 
care.” He really cares; he just does 
not the work of charlatans. This is 
cares and you know this is a mature 
emotion. No trickery here; this is 
not the work of charlatans. This is 
not a technique. You either do or 
you do not in your interpersonal re- 
lationship. Care is the emotion that 
makes us successful in the parent 
child relationship, the husband-wife 
relationship; the citizen-community 
relationship; and the buss-subordin 
ate relationship 


Interview With Bishop Sheen 


I checked this idea with Bishop 
Sheen. I have always been a big fan 
of his. I was in New York recently 
and I found out he was in the same 
hotel that might talking to a Cath 
olic Charities group so I ran from 
our meeting to his meeting. I heard 
the last ten minutes of his talk and 
if you think he is great on televi- 
sion you should see him in person. 
This love and compassion and per- 
sonal warmth just projects like no 
body’s business and after he got 
through I went up and shook hands 
with him and said “I want two or 
three minutes of your time Bishop.” 
He was very tired but he is a great 
man. He said “Sit down, young fel- 
low, and we will talk.” 

I said “I am finding out a new 
adventure in interpersonal relation- 
ships and working with people it 
seems to me it gets away from this 
technique thing; it gets away from 
loaded programs; it gets away from 
using things just because the book 
says you should use them; it gets 
away from manipulating people; it 
gets away from trying things; and 
it gets away from handling people 
since nobody likes to be handled.” 
I also told him about the “swaps” 
relationship; about the dual respon- 
sibility and that if you set up dual 
responsibility with people they will 
react favorably if they know what 
they are supposed to do in the inter- 
personal relationship. You will not 
have to be a big back-slapping, over- 
dressed extrovert in order to be a 


good human relations person to get 
through to other people. He listened 
and said this “swap” thing when you 
first hear it sounds kind of selfish. 
He said “This is something you 
should think about in the ‘swap’ as 
you call it. It all starts with you 
giving.” 

I remember in his talk he said 
when we give in business we feel 
better because we are all at our best 
when we give. He said when we 
give we feel better; when we feel 
better we get through to people 
easier; when we get through to peo- 
ple easier we get more done; and 
when we get more done we feel 
better. We had it pretty well 
summed up for us by the Minister 
of our church. We had a fund rais 
ing drive. We raised some money to 
build a new church school and at the 
first vestry meeting there was a sub- 
stantial gift reported and someone 
said “No wonder that guy gives, 
he’s got it.” And our Minister said 
“I wonder if he gives because he’s 
got it or he’s got it 
gives?” 


because he 


New Orleans Experience 


When I first came to Minnesota 
Mining, my boss sent me around the 
country to work with other sales 
men and listen to them and find out 
how they did the job so I could take 
this experience and pass it on to 
others. After I was on the job for 
about two years he said “I am going 
to send you down to work with Van 
VanAlton in New Orleans. Now you 
have to handle him with kid gloves. 
He hates managers; he hates new 
managers; he never sends in re- 
ports; he is a lousy detail man; his 
car is always a mess; and he is very 
uncooperative.” I said “Why don't 


He said “We can’t. 
He is our best salesman.” 

What I did not know about Van 
is that he was the kind of a guy 


you fire him?” 


who would walk on his hands and 
knees over broken glass at three 
o'clock in the morning to replace a 
little 15 cent cutter blade on a dis 
penser. He had service built in like 
patch pockets on a suit of clothes. 
Here was the difference. He said “I 
will serve you but this is not 
enough. You have got to serve me, 
too. Now, as long as we both under 
stand what we are going to do, let’s 
get on the stick. I will swap you 
consideration and attention.” 


Interpersonal Relationships 


The charlatans would have you 
believe that all you have got to do 
is give a guy a big handshake, a pat 
on the back, a little flattery and tell 
him every hour on the hour how 
well he is doing. A normal person 
can spot the loaded-technique pro 
gram at 50 paces. You know it and 
we all know it. It is time we realize 
that interpersonal relationships are 
techniques. It is 
time we realized that this is a prob- 


more than just 


lem of communication because as 
we get through to people we become 
easier to live with and as we become 
easier to live with we become easier 
to work with, easier to buy from and 
easier to do business with. I will 
“swap” you. 

Say a couple of extra prayers to- 
night that you will have the biggest 
and happiest and the healthiest year 
you ever had. We are lucky to be 
on the kind of a job where we have 
a chance to influence and to serve 
other people as our responsibility 
in the “swap” relationship. wie 





Consumer Credit for September 


CONSUMER INSTALMENT credit outstanding increased 
$114 million during September to an estimated $33,159 mil- 
lion at the end of the month. This compares with increases 
of $63 million in September 1956 and $507 million in Sep- 


tember 1955. Total short- and 


intermediate-term consumer 


credit outstanding increased $130 million to $43,011 million, 
$2,937 million above the year-ago level. After adjustment for 
seasonal variation, outstanding instalment credit increased 
$132 million during September. The average monthly in- 
crease in the third quarter of 1957 was about $200 million, 
little changed from the rate in the first half of the year. 
Seasonally adjusted extensions during September amounted 
to $3,564 million while repayments amounted to $3,432 mil- 
lion. As in other recent months, most of the September in- 
crease in outstanding instalment credit, seasonally adjusted, 
was due to increases in automobile paper and personal loans. 
Other consumer goods paper outstanding declined moderate- 
ly while little change occurred in repair and modernization 


loans.—Federal Reserve Board. 
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Consumer Credit, Its Present and [ts Future 


DR. HARRY BLYTHE 


Professor of Finance, University of Washington, Seattle, Washington 


When you reach 36 months, or go 
beyond 36 months you do not get 
too much of a reduction in monthly 
payments, which is the incentive 
that the individual needs, the mar- 
ginal buyer of the automobile, so 
the possibility of stretching terms 
with regard to automobiles is rela- 
tively remote. Another possibility on 
the automobile is to increase pur- 
chases faster than the rise of income, 
largely let us say through trying to 
sell the second automobile to the 
family. Now much has been done 
and there is some possibility of in- 
creasing automobiles sales. The auto- 
mobile is widespread in terms of fam- 
ily ownership but we are just begin- 
ning to move in terms of selling fam- 
ilies a second car. This offers some 
possibilities but it is highly inconceiv- 
able, in view of what we have at the 
present time, that we can have a 
tremendous increase, that is an in- 
crease in income. Of course automo- 
bile credit will increase, more auto- 
mobiles will be sold, simply because 
our population is going up but we 
cannot have too much of an increase 
which is faster than the rise of popu- 
lation and income. 


New Products 


There are some possibilities in 
other durables. New products which 
we have not even dreamed about 
which may be invented may call 
for the use of more consumer credit 
but in many cases the new products 
will take the place of old products 
already on the market. In some 
cases they will be new things. Net 
additions will not take the place of 
anything by giving us something 
that we do not have at the present 
time. To the extent that we develop 
these new products there may be 
some possibility of luring in and en- 
ticing consumers to spend more 
than the increase in their income. 
So far as these other products are 
concerned on terms I do not see how 
you can go any further unless you 
give a cash bonus with the purchase 
because already in most cases down 
payments on these durables are virt- 
ually nonexistent or nominal. Terms 
have been stretched out to 24 
months, and you occasionally run 
into 30 months, so there does not 
seem to be too much possibility 


there. 


THIS IS the second instal- 
ment of an address which Dr. 
Blythe gave at the 43rd An 
nual International Consumer 
Credit Conference, Miami 
Beach, Florida, June 19, 1957. 
The first instalment appeared 
in the November 1957 CrepitT 
Wor_p. 


Third, new uses of credit. There 
are some possibilities here but these, 
too, make it rather difficult to see a 
tremendous expansion in terms of 
consumer credit. Revolving credit 
has been mentioned again and again 
during this conference and while 
revolving credit has spread, we 
have had an increase in the last 
couple of years, the figures do not 
show it. The only explanation here 
is this: Revolving credit is offset 
in that it represents a conversion 
from other forms of credit and the 
new additions to the credit base 
brought in by revolving credit have 
not been spectacular. It has in- 
creased somewhat in terms of in- 
stalment credit but not a spectacular 
growth. A possibility here is new fi- 
nancing devices and what we have 
at the present time is in possibility 
of travel, education and vacations, 
which are showing increases. The 
largest growth at the present time 
in the form of consumer credit is 
through cash loans which are made 
to individuals. This component is 
moving up much faster than other 
forms of consumer credit and it is 
explained by these factors. An in 
creasing use of credit for travel, for 
medical bills, for education and also 
for a fourth factor, perhaps the 
most important, which is causing 
a little difficulty, and that is in 
creases in cash loans are coming 
about largely because of the need for 
debt consolidation. Another factor 
that will affect consumer credit is 
things such as changes in popula- 
tion, changes in age and changes in 
income. 

Here we have offsetting kinds of 
factors. For example, the biggest 
user of consumer credit is the man 
who has two children and one on the 
way. He is about 25 to 44 and his 
children are under 19. He earns be- 
tween $4,000 and $7,500 a year. As 
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years move on from 1956 we will be 
getting our depression crop of chil- 
dren, not in terms of marital age 
and early marriages are down, this 
grouping, the big users of consumers 
credit, are getting older and are be 
ginning to move over the say 42, 43, 
44 age bracket. The possibility there 
is this and we will probably see it. 
With larger families, with teenagers 
to support, we may see a shift here 
that older people begin using credit 
much more so than they did in the 
past because these older people now, 
who are our younger people at the 
present time, between ages 35 and 
44, have much larger families to sup- 
port and family size has always been 
an important factor in terms of the 
use of consumer credit. So there is 
a possibility for expansion there. 
But we do not have the same num- 
ber of young families coming in 
simply because it is the depression 
kids who are on us, when the birth 
rate was down, and new family for- 
mations are going to decline, will 
begin mounting up again after 1965. 


Income Changes 


In terms of income changes, which 
is the last factor that I want to com- 
ment on briefly, and that is that it 
will probably cancel itself out. We 
should have an increase in income 
and as income increases the use of 
consumer debt also increases. More 
of our people will move into the mid- 
dle income brackets and they will 
start using consumer credit in accord- 
ance with being in that particular 
bracket. On the other hand, many 
who are now in the middle income 
bracket will probably move into the 
upper income brackets where the use 
of consumer credit declines. This may 
offset each other so that will not be a 
factor for expansion. There are many 
others that we could talk about, but 
in the net it simply boils down to 
this—there is not much that can be 
done in the foreseeable future, bar- 
ring such things, dislocations as de- 
pressions or war which will cause, 
in the long run, consumer credit 
to experience the type of growth that 
we have had in the past ten years. 
As a result, then, you, as sellers, 
will have to do a much harder job 
in terms of credit sales promotion 
in order to maintain the gains that 





you have realized in the past ten 
years. 

There are just two other things 
that I would like to comment on 
and that is the question of —we have 
not been wise enough to eliminate 
depressions. It has gotten to a point 
where it seems as though we have 
found the answer, we have pre- 
dicted one for a long time; we may 
have it but it has not come to pass, 
but there is a possibility that we 
may find ourselves in a difficult sit- 
uation of mounting unemployment. 
One of the questions that has inter- 
ested me is this; in the event that 
we do have a depression of some 
sort or some magnitude, what will 
happen to outstanding consumer 
credit, not in terms of volume, be- 
cause I think we can all answer that 
question, but in terms of losses? In 
other words, how exposed will re- 
tailers be through the form of write- 
offs, charge-offs, bad debt losses, if 
we should have a downswing? It is 
a pertinent question because we 
occasionally read such things as 
the 1929-33 depression was accelerat- 
ed and heightened by speculation in 
securities and real estate. If we 
have another one it will come 
through speculation in consumer 
credit and also the over-extension of 


credit for mortgage lending purposes. 
On this we are pretty much “Babes 
in the Wood” and I have gone back 
to see if there was anything that 
was accomplished. At that time ap- 
parently there was so much concern 
with the heavy losses in the stock 
market, the heavy losses in real 
estate, that nobody paid too much 
attention to consumer credit and 
there is a general belief, which is 
not true, that consumer credit did 
not amount to much at that time. 
Now that is not the case at all. It 
certainly was not as large as it is 
now, even if you allow for price 
changes, but during the 20’s con- 
sumer credit had reached rather sub- 
stantial proportions. 

What happened to consumer credit 
in the crash? Did it go the same 
way, for example, that security 
prices went? Did it go the same way 
that real estate values went? Did 
losses occur to the extent that we 
had losses on mortgaged homes 
through foreclosures and losses on 
commercial credit because of bank 
ruptcies? The information is pretty 
skimpy but the information we have 
indicates this; that of all forms of 
financing, consumer credit granters 
took far less losses than those in- 
stitutions or business concerns which 


were connected with commercial 
credit, real estate credit and certain- 
ly, of course, security financing. Now 
you might say, “Well, if that is the 
case, this augurs pretty well for 
consumer credit in a future crisis,” 
but it does not. The reason for that 
is this. Trying to piece the evidence 
together, there is only one reason 
why. The scanty evidence that we 
had indicating good performance in 
the last depression was simply this: 
No. I. Standard terms on automo- 
biles ranged 12 months. An excep- 
tional contract was written for 18 
months but the overwhelming num- 
ber of automobiles were sold on 12 
months basis. On other consumer 
durables average terms ran from 6 
to 9 months, occasionally went as 
long as 12 months. Compare that 
with our 36 months on automobiles 
and 24 months, which is common on 
other consumer durables. 

When the stock market crashed, 
almost simultaneously with the stock 
market crash retailers and banks fi- 
nancing retailers became alarmed 
and pulled in their horns. Individ- 
uals of course, also stopped charg- 
ing because of loss of income. Con- 
sumer credit in 1930 decreased by 
almost 70 per cent. The existing 
contracts were so short that they 








SKIP TRACING 


Procedure for the individual 
skip tracer. 

Procedure for the firms of vol- 
ume business. 

Fourteen different ways to lo- 
cate a skip without a regis- 
tered letter. 

A letter to former employers 
that will bring phenomenal 
results. 

Eleven stories of actual cases 
where the skip has been lo- 
cated, and the account col- 
lected through these skip 
tracing and collection meth- 


How, when and where to send 
registered letters. 

Ten ways of locating skips by 
registered letters. 

Analyzing returned registered 
letters. 

How to find the job. 

Tracing the guarantor. 

Tracing the guarantor’s job. 

A concrete case. 
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could be cleared up and actually 
1930 was not too bad a year when it 
came to unemployment. By the 
summer of 1931 and in 1932 and 1933, 
when we began running into the 
steep problem of depression, with 
mounting unemployment, most con- 
sumers had cleaned up their obli- 
gations and consumer credit did not 
show any increase until long after 
the bank holiday of 1933. We do not 
have that today. Another thing is 
that at the time consumer credit was 
controlled in terms of income group- 
ings and was parcelled out to groups, 
middle-income and upper middle- 
income brackets. It was not as ex- 
tensive as it is now. We do not have 
those particular defenses at the pres- 
ent time. Our contracts are running 
much longer and the risks that we 
are dealing with are much more 
marginal incomewise than they were 
at that time. We have, however, 
only one defense that we can clutch 
to and that is the quality of credit, 
at least at the present time, still 
seems to be fairly good in that the 
bulk of that credit is held by those 
age 25-44, who are one of two 
things; they are either skilled fac- 
tory workers or they are young 
white collar workers. In _ other 
words, these people represent what 
we might call the cream of our 
labor force. They will be the last 
to lose their jobs and they will be the 
last to take wage cuts. That will be 
the only solace that we can throw 
out. 


Individual Bankruptcies 


I need not tell you that individual 
bankruptcies are mounting. They 
are higher than at any time in the 
postwar period. I am going to skip 
a consideration as to why or what 
can be done about it. Because of 
mounting bankruptcies through var- 
ious sections of the country; for 
example in St. Louis and in Mis- 
souri that I know about, in Cleve- 
land, New York and our city of Seat- 
tle, also in Spokane, there may be 
other centers that I am not familiar 
with, attempts have been made to 
try to develop the bankruptcy pat- 
tern. In other words, to answer the 
question, “Why do people go in- 
to bankruptcy and who goes into 
bankruptcy?” I have gotten the re- 
port in from the other cities. All of 
us seem to have a consistent pattern 
of explanation, regardless of whether 
you are in the South, North, East 
or in the Far West. There seems to 
be no discrepancy from one section 
of the country to the other. Our 
findings seem to be these, in terms 
of bankruptcy: first, and quite in- 
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teresting enough, is that few individ- 
uals are in bankruptcy because of 
unforeseen developments, because of 
loss of job, or because of medical 
expenses which were unforeseen, 
which curtail available income. Bet- 
ter than 90 per cent of people are 
going through bankruptcy simply 
because they undertook and were 
permitted to undertake by credit 
granters, obligations far in excess of 
their income capacity to pay. This 
means that the credit granters in 
granting credit on these particular 
accounts could not sit back and say, 
“Well, the guy was good,” as every 
bank says, “Every loan is good when 
it was made.” We cannot sit back 
and say that the credit was good 
when we made it; something hap- 
pened which we could not foresee 
and as a result we wind up into a 
bad debt loss because of bankruptcy. 
As a matter of fact, it is not the case 
at all. Does that mean that credit 
granting is becoming more sloppy, 
perhaps? But I think there is anoth- 
er explanation here and that is it 
leads into this other point. We found 
that in no case of the samples that 
we have taken was there a situation 
where bankruptcy was taken that 
the number of instalment contracts 
were less than three. In each case 
there were a multitude of instalment 
contracts and the monthly payments 
on those contracts were very high; 
in many cases even exceeding total 
monthly take home pay. Now the 
problem is this, and I do not know 
what the solution is, because it does 
present a problem. 


Contracts of Debtors 


One of the things that is important 
to you, I think, in terms of your 
credits, and I do not know the an- 
swer as to how you can get it, and 
that is this: If you can know how 
many contracts your debtors have 
and what their monthly payments 
are on those contracts. As it stands 
now, the only way you can get this 
information is by asking and having 
the information volunteered and 
you know that that is not too ac- 
curate. 
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Here is another one, which also 
bears on credit reporting. In virtual- 
ly all cases of bankruptcy there was 
a small loan, either from a bank, 
a commercial bank or from a small 
loan company or industrial bank, 
but there was a cash loan in all cases 
for the purpose of debt consolida- 
tion which leads them to this con 
clusion—that perhaps it might be 
wise for information pouring into 
the credit bureaus, where it is at all 
possible, and where you have the 
information and where you discover 
that a particular account of yours 
has applied for a cash loan for pur- 
poses of debt consolidation, this in- 
formation appears in the credit re- 
port. It seems to be the step which 
is taken just before bankruptcy. 
They go in, they obtain a loan to 
consolidate the debts so that, we will 
say arbitrarily, if they are making 
$100 a month payments, go in and 
borrow and reduce those payments 
down to $50 and once that is done 
they feel they are free again and 
what do they do? They go out, of 
course, and charge up to the $100 
again. 


Bankruptcy Credit Risks 


Now here is another one which 
might be of sign‘ficance. The people 
who took bankruptcy were not bad 
credit risks. They were actually pret- 
ty good risks and the explanation is 
that the obviously bad risk was not 
accepted for credit anyway. The 
people who took bankruptcy were 
these: they were factory workers, 
in virtually all cases, and they had 
this in common, they all worked for 
well-known companies. Apparently 
credit granters were impressed by 
the company employing the indi- 
vidual. You rarely ran across the 
office worker who took bankruptcy 
or the truck driver or the bus driver. 
Bus drivers and truck drivers, for ex- 
ample, are considered to be rather 
marginal risks because of their com- 
pensation, and as a result more of 
them are screened out than factory 
workers who are considered to be 
in a class above. With the white 
collar worker of stable income we 
have not had too much difficulty. 
So watch out, if you are concerned 
about bankruptcy, for the individual 
who is a factory worker, working for 
a well known company, and if your 
information indicates that he has 
more than three instalment con- 
tracts and in particular if he has 
recently borrowed from a small loan 
company and to a lesser extent a 
commercial bank in order to con- 
solidate his debts. kik 

















Microfilming Reduces 






Personnel Costs 15 Per Cent 


Credit Bureau of Hattiesburg, Mississippi Microfilms Accounts 


HE USE of microfilm in the day- 

to-day operations of the Credit 
Bureau of Hattiesburg, has brought 
about an operational saving of ap- 
proximately 15 per cent in personnel 
costs. In addition, new business as a 
result of the - microfilming system 
has increased revenues enough to 
enable us to pay for the total cost of 
our Recordak microfilming equip- 
ment within a year. Even more basic 
than these benefits, however, is the 
fact that we are now able to give our 
member merchants faster reporting 
and better service than at any time 
since the launching of the Hatties- 
burg area’s rapid, post-World War II 
expansion. We began investigating 
the possibilities of microfilming 
when we read an article describing 
improvements realized by a bureau 
in Amarillo, Texas. At that time 
ten per cent of our stores were hold- 
ing up 90 per cent of our inquiries. 

The Hattiesburg credit bureau 
serves a trading area with a total 
population of around 200,000. Some 
idea of the degree of saturation is 
indicated by the fact that our active 
reference files run upwards of 150,- 
000. Both the degree of confidence 
and demand for service exercised by 
our members are exceptionally high. 
This stems from the fact that the 
bureau has literally grown up with 
the Hattiesburg shopping area. Mrs. 
Dell Byrd, owner of the Hattiesburg 
Bureau brought the first effective 
credit reporting system to this mar- 
ket in 1926. She started out with 
eight members and 100 files. 

Since then, a healthy degree of 
cooperation has been maintained 
between merchants and_ bureau. 
Many extra projects have been 
launched in these 31 years. Of spe- 
cial interest is our ultra-fast mutual 
warning system. In 1956 it resulted 
in the apprehension of 39 criminals 
passing bad checks. Another project 





Receivable Ledgers in Sixty Member Stores 


SAM REES, Assistant Manager 


Credit Bureau of Hattiesburg 
Hattiesburg, Mississippi 


is an educational program, utilizing 
radio, television, and newspapers. 
It has built up an understanding of 
credit buying within the general 
public. The sponsoring of television 
shows and auditorium exhibits has 
increased the overall impact of the 
promotion of local merchants. 

We knew beyond a doubt that th: 
merchants were not delaying credit 
reports they wanted to. 
Subsequent events have proved un 
questionably that the bureau has 
the merchants’ full confidence and 
can command almost any degree of 
cooperation deemed necessary. As 
in any busy community, the bigger 
stores are inevitably called on fo1 


because 








the greatest number of references 
Just as logically, the credit man 
agers of the bigger stores are the 
busiest people on the local retail 
scene. Here in Hattiesburg, they did 
not have the time to answer all 
credit inquiries the moment they 
came in. At the Bureau end of the 
line, this meant a pyramiding of 
operating costs—with two or three 
phone conversations required where 
one would normally suffice. 
Therefore, we began looking into 
the possibilities of microfilming as 
soon as we heard about it. Our first 
approach was to check operating 
costs of microfilm equipment and to 
try out different units under “typi 





Sitting at her desk, Mrs. Sam Rees, wife of the assistant manager ef the Credit 
Bureau of Hattiesburg, can get credit information quickly by viewing the micro- 
film images on the microfilm reader on top of her desk. 
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cal” conditions. Based on his firm’s 
average volume of approximately 
350 reports per day, our early tests 
established conclusively that micro- 
filming would be a paying proposi- 
tion on a day-to-day operating basis 
and that the cost of the equipment 
could be amortized over a reason- 
able time. 


Recordak Reliant Microfilmer 


Because the great majority of our 
work for microfilming involved the 
account ledger cards of member 
stores, we decided to buy the equip- 
ment designed particularly to han- 
dle this type of job—a Recordak 
Reliant Microfilmer with an auto- 
matic feed capable of handling some 
6,000 ledger cards per hour. This 
meant that we could be in and out 
of the biggest store in Hattiesburg 
and have all of its records on film 
in a little better than a single hour. 
In the case of the bigger stores, co- 
operating with the Bureau for one 
hour every two or three months rep- 
resents just a small fraction of the 
inconvenience and time consump- 
tion which was involved in answer- 
ing literally thousands of inquiry 
calls during the same period. 

In approaching the merchants we 
were careful to stress that both the 
records and the information would 
be handled with extreme care. Our 
plan has been to do the actual micro- 
filming and, of course, the handling 
of members’ ledger cards, ourselves. 
There is no charge to the merchants. 
We assured members that reference 
to the microfilm files at the Bureau 
will be confined to management 
only. Myself, Mrs. Byrd, and Mrs. 
Rees, who is also active in the busi- 
ness, are the only persons who refer 
to the microfilm records. With the 
confidence our bureau enjoys in 
the business community, selling this 
“package” was comparatively easy. 

As the microfilm program has 
been set up, the credit firm retains 
microfilmed records of the ledger 
cards of 60 key stores. Our plan is 
to cover about 20 per month, thus 
hitting each key member at least 
once every 90 days. To keep the 
actual filming of records within 
bounds as a one-man job, we had a 
local machine shop build a perma- 
nent cart for the _ microfilmer. 
Among the specially-designed fea- 
tures of the cart are: 

1. The camera is bolted perma- 
nently to the cart. 

2. 10-inch wheels, make it easy to 
maneuver it over curbstones. 

3. A catch holds the handle in an 


out-of-the-way position when the 
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microfilmer is in use. The handle is 
at the rear of the cart. 

We try to arrange our in-store 
microfilming so that we can use 200- 
foot rolls of Recordak film in even 
units. Processing is done at the Re- 
cordak laboratory in New Orleans. 
The finished film is back the day 
after mailing. Each roll of film is in- 
spected immediately after it is re- 
ceieved to be sure all records are 
legible. 

The film records are used almost 
exclusively in the revision depart- 
ment. If an inquiry by a member is 
a rush, we can almost always give 
the member a complete up-to-date 
report while the customer is still in 
the store. The greatest number of 
inquiries come in by telephone and 
since we need no longer to await 
the return of a credit manager or to 
wait until he has time to help us, 
we find that we speed up outgoing 
revised reports by a large percent- 
age over any previous method used. 
In about 60 per cent of all inquiries, 
the file contains current enough data 
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Your Christmas Seal letter 
asks you to give to the 

fight against tuberculosis. 
Christmas Seal funds have 
helped cut the TB death rate 
95%... yet TB still kills 
more people than all other 
infectious diseases combined. 
So use Christmas Seals 
from now ‘til Christmas... 
and remember to answer 
the letter, please. 


Buy and use Christmas Seals 
National Retail Credit Association 





on the customer to answer the mem- 
bers questions without looking any 
further. The rest of the time, in 
about 40 per cent of the cases, the 
information was not current enough 
for the merchant to make a decision 
on. 

It was in these instances that 
credit bureau personnel used to 
have to call members who were 
servicing accounts for the subject 
to get up-to-date information. Be- 
fore microfilming, 90 per cent of 
these inquiries encountered delays. 
Since the installation of microfilm, 
the shoe is on the other foot; 90 per 
cent of these inquiries are now an- 
swered during the first hour. 


Inquiry Burden Eliminated 


Microfilming, then, not only has 
made it possible for us to give better 
service at the same fees, but it has 
also eliminated the credit inquiry 
burden for most of the biggest mer- 
chants in Hattiesburg. The mer- 
chants also benefit in another re- 
spect. By having microfilm dupli- 
cates of their accounts receivable 
ledgers on file at the Bureau pro- 
vides them with an extra protective 
feature. 

This fact actually opened the door 
to our microfilming system. A num- 
ber of merchants came to the bu- 
reau and asked to look at their ledg- 
ers on microfilm. We were careful 
in allowing them to see the records 
of their own business only. Invari- 
ably, they were _ exceptionally 
pleased with the results. A few were 
so pleased that they inquired about 
the possibility of protecting other 
vital business records in the same 
way. Before too long, we had a 
profitable sideline going in the form 
of a microfilming service in a town 
which had never had one before. 
This service has progressed far 
enough that we can estimate that 
“outside” microfilm jobs will chalk 
up enough profits to pay for the 
microfilmer and film reader within 
a year. With a unit which does its 
copying at 6,000 documents per 
hour, microfilming can still be kept 
to where it was only a part time 
proposition for us. 

In connection with the personnel 
aspects of our Bureau, we had al- 
ready decided on filming and filing 
the official records of the city, 
county, and Federal courthouses in 
Hattiesburg. As things now stand, 
the bureau is now handling about 50 
personnel inquiries per week. Being 
able to check court records in our 
office will save us about a half-hour 
on each personnel inquiry. kik 






























































































Los Angeles—the City With a Future 


“City With a Future” is the de- 
scription of Los Angeles, California, 
by many visitors from all over the 
world. In this city the 44th Annual 
International Consumer Credit Con- 
ference of the National Retail Credit 
Association, Credit Women’s Break 
fast Clubs of North America and the 
Associated Credit Bureaus of Amer- 
ica will be held July 13, 14, 15, and 
16, 1958. 

At first sight, the visitor is awed 
by the vast size of Los Angeles. Be- 
fore long, however, he accepts the 
fact that a 40-mile drive each way 
between home and work is nothing 
out of the ordinary. Inevitably, it is 
the forward-moving tempo of Los 
Angeles and its citizens that creates 
the most lasting impression 

Modern Los Angeles is a city 
bulging with muscle; vibrating with 
confidence and enthusiasm; and al- 
ways looking ahead to things that 
must be accomplished in the future. 
Record-breaking performances in ag- 
riculture, industry, population in- 
crease, construction and production 
are ordinary events in the day-to- 
day life of this metropolis. Here, in 
the fastest growing area in the 
United States, extraordinary statis- 
tics have become commonplace. 

In its infancy, less than a century 
ago, Los Angeles was an outpost 
isolated from the “civilized world” 
by deserts, mountains and ocean. 
With less than 16 inches of rainfall 
a year, there was scarcely enough 
fresh water for the 11,000 inhabit- 
ants in 1880. There were no navi- 


gable rivers and no access to the sea 
to supplement the few natural re 
sources then available. 

In the face of these harsh realities, 
the creativity for which Los Angeles 
has become famous manifested it 
self. With vision, imagination and 
boundless energy, early Angelenos 
set to work to’ find solutions fo: 
these seemingly insurmountable 
problems. Eventually, from _ the 
Owens Valley, they brought water 
across 250 miles of desert through 
the world’s longest aqueduct. A mud 
flat 24 miles from the heart of the 
city was transformed into one of the 
nation’s greatest harbors. With the 
additional blessing of fertile soil 
and a refreshingly gentle climate, 
early residents brought forth riches 
of oil, minerals, fruits and vege- 
tables in such abundance that people 
flocked from all parts of the country 
to see the wonders of this “Golden 
Garden.” 

It may be stated almost without 
qualification that there has been no 
more phenomenal and _§ sustained 
growth in any area of the United 
States than that which has occurred 
in the last few decades in the city 
and county of Los Angeles. This ex 
plosive growth never fails _ to 
astound the visitor but local resi 
dents accept it as the normal course 
of events. 

The rapid industrial and comme: 
cial growth of Los Angeles is mir 
rowed in its tremendous population 
increase. Population in the city 
pyramided from 70,000 in 1888 to 


1,014,622 in 1925. By 1950 this figure 
had sky-rocketed to 1,970,358 and at 
the beginning of 1957, Los Angeles 
boasted a total population of more 
than 2,300,000 residents 

Statistics for the Los 
Metropolitan Area (Los Angeles 
and Orange Counties) are equally 
impressive. The 1930 count of 2,327, 
166 jumped to 4,367,911 by 1950. On 
January 1, 1957, census estimates ac 
counted for an amazing total of 
5,880,000 

Los Angeles geography is another 


Angeles 


factor conducive to stimulating its 
characteristic creativity. Residents 
have never been hampered by lack 
of “breathing space.” In the 454 
square miles that make Los Angeles 
the world’s largest city in area, resi 
dents are provided ample room for 
their famous “casual living.” 

Within the 4,080 square miles of 
County territory, the 
home-owner may 


prospective 
from Aa 
wide variety of landscapes. These 
range from rustic mountain retreats 
to surf-washed beaches facing the 
Pacific Ocean 


windswept 


che 05eC 


Included also are 
bluffs, sage and sand 
resorts on the nearby deserts, half- 
acre “ranchos” in the city proper, 
the typical city home, modest flat o1 
elegant apartment 

With 11 accredited colleges and 
universities in the area, Los Angeles 
has achieved national stature in the 
field of education. The small pueblo 
of 100 years ago has become the 
focal point of culture and the arts 
in the country, and the number of 


SHOWN ABOVE, on the left, is the world famous Wilshire Boulevard crossing McArthur Park with downtown Los Angeles 
in the background. On the right is Avalon Bay-South Catalina Island, a beautiful island playground lying 20 miles off Los An- 
geles Harbor. It can be reached by steamer or air. 
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its prominent men of letters com- 
pares favorably with any city in the 
world. 

Religious life in this great area 
has not been overlooked. In Los 
Angeles County the important part 
the church plays in the development 
of a community is clearly evidenced 
by the fact that the growth of mem- 
bership in all churches has kept 
pace with the phenomenal growth 
of this area. Today, in Los Angeles 
County over 3,000 churches, many 
of them great religious shrines serve 
every denomination. 

Today’s visitors to this unparal- 
leled metropolis are never at a loss 
for something to do or some place to 
go for amusement, enlightenment or 
ordinary sightseeing. Glamorous 
Hollywood, that indefinable area 
which has an outward appearance 
much the same as any other part of 
Los Angeles, is a tourist “must.” 
Movie studios are scattered from 
Culver City through Hollywood 
proper to the San Fernando Valley, 
but the glitter and “make believe” 
of the movie-making world permeate 
the film capital stores, restaurants, 
theaters and even the appearance of 
its inhabitants. 

There are many points of histori- 
cal interest and scenic beauty which 
enhance the attractiveness of Los 
Angeles. There is Olvera Street, a 
bit of Old Mexico with curio shops 
and cafes. Chinatown, with its 
quaint shops, lily pools and courts, 
offers silks, antiques, jewelry, and 
scores of other souvenirs. Grau- 
man’s Chinese Theater, a land mark 
of Hollywood Boulevard, is famous 
for its courtyard, in which appear 
the hand and foot prints of movie 
stars, past and present. Those inter- 
ested in a different variety of stars 
will find the Griffith Park Observa- 
tory of special note. 

Other scenic attractions include 
the San Fernando Valley with its 
“outdoor life’ homes and suburban 
gardens, Santa Catalina Island re- 
nowned for its submarine gardens 
and Mediterranean atmosphere, the 
world-famous Los Angeles and Long 
Beach Harbors, and the impressive 
Palisades overlooking the beach at 
Santa Monica. 

Year-round outdoor living be- 
comes a reality as the visitor wan- 
ders through Farmers’ Market try- 
ing to decide which of the varied 
and interesting outdoor restaurants 
strike his fancy. This is indeed a 
unique shopping center for food, 
gifts, clothing and novelties from all 
parts of the world. 

Children everywhere have been 


thrilled by the fabulous new Disney- 
land. This fairyland in concrete and 
steel brings to life such legendary 
characters as Mickey Mouse and 
Donald Duck and provides every- 
one, adults and youngsters alike, 
with the opportunity of taking a 
rocket-trip to the moon. 

The Old West and the days of the 
49ers live again in the authentic 
atmosphere of Knott’s Berry Farm 
and Ghost Town. What was begun 
in 1920 as a small berry shed has 
become today a nationally recog- 
nized “must” as a tourist attraction. 

Jules Verne’s undersea world 
comes into sharp focus at the new 
Marineland aquarium, the world’s 
largest oceanarium. Visitors by the 
thousands flock to this magnificant 
creation of modern science, where 
every conceivable type of ocean 
habitat has been duplicated. 


Industrial Development 


Industrial development in Los 
Angeles County during 1956 broke 
all existing records to establish the 
area’s top 12-month period for the 
construction of new and expanded 
industries. The year accounted for 
an expenditure of $46,854,000 in the 
construction of 123 new plants, 
while $298,003,944 was poured into 
the expansion of 383 existing firms. 
This surpassed the former all-time 
record established in 1952 when 
more than $330,000,000 was expend- 
ed on the construction of 73 new 
plants and the expansion of 483 
existing facilities. 

Los Angeles County’s diversified 
industrial activity, and the economic 
stability stemming from the devel- 
opment of a better business climate, 
was depicted in an industrial survey 
released early in 1957 by the Los 
Angeles Chamber: of Commerce. 
This survey showed that the avia- 
tion industry led a field of 19 major 
industries in capital investment dur- 
ing 1956, with $76,176,000 invested 
in new plants and expansions. 

The automotive industry ranked 
second during 1956 with a capital in- 
vestment figure of $40,875,500. A 
total of $38,782,500 invested in the 
construction of new and expanded 
metal products firms resulted in this 
industry placing third in the Cham- 
ber’s statistical report. So close to 
this figure as to all but result in a 
tie for third place was the rapidly 
expanding electronics industry, 
which accounted for the investment 
of $38,765,000 in 24 new plants and 
35 expanded facilities during 1956. 

Chemicals and paints ranked fifth 
with a capital investment of $35,035.,- 
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000 in 25 new and expanded plants. 
The petroleum products industry 
was sixth with $26,860,500 invested 
in eight expanded facilities. 

Leading the nation in the manu- 
facture of aircraft and aircraft parts, 
pumps and compressors, refrigera- 
tion equipment and canned sea food, 
the Los Angeles Metropolitan area 
is second, nationally, in automobile 
tire and tube production and a host 
of other products including blown 
glass and jewelry. 

The greatest construction year in 
Los Angeles’ history was also re- 
corded during 1956 when residential, 
commercial and industrial building 
valuations in Los Angeles County 
totaled $1,332,188,600. A precedent 
was also set as 1956’s record figure 
marked the fourth consecutive year 
that county construction topped the 
billion dollar mark. 

The previous construction record 
has been established in the preced- 
ing year of 1955 when building valu- 
ations totaled $1,276,667,000. The 
1956 figure surpassed the 1955 
amount by approximately $55,521,- 
600, a gain of 4.3 per cent. 

Retail trade in the Los Angeles 
area is likewise of tremendous sig- 
nificance, showing an annual volume 
in excess of $8,000,000 through 52,- 
000 retail trade outlets. Metropoli- 
tan Los Angeles ranks third in the 
nation in retail trade, with sales 
representing 46 per cent of the state 
total, 34.8 per cent of the Pacific 
Coast and 4.2 per cent of the total 
United States figure. 

The unprecedented growth of 
such pioneering industries as elec- 
tronics, instrumentation, research 
and development and other engi- 
neering applied activities has result- 
ed in the term “Creative Center of 
America” being applied to Los 
Angeles. True creativity as exem- 
plified in the constant search for 
new ways to make better products 
has rightly earned this designation 
for Los Angeles. 

It is only natural that a city the 
size and scope of Los Angeles should 
develop “growing pains.” Its rapid 
growth and expansion has created 
many civic and area-wide problems. 
The inspired leadership of those 
who have gone before, however, 
prompts today’s officials to heed the 
call of duty in seeking ways to solve 
these problems while serving the 
best interests of the people. In so 
doing, they follow precedent to keep 
this area always in the forefront of 
progress. Clearly Los Angeles has 
all the requirements to be called 
the “City With a Future.” wk 








Credit Clinic at Charlotte, North Carolina 


The Ninth Annual Southern Consumer Credit Clinic 
at Charlotte, North Carolina was held September 25 
and 26, 1957. Over 500 persons from throughout the 
Carolinas and the Southeast attended. The principal 
speaker was Henry C. Alexander, Credit Sales Director, 
Belk Bros. Co., Charlotte, North Carolina, past presi- 
dent, National Retail Credit Association. Mr. Alexander 
urged the credit executives to prepare themselves for 
an even greater role in the nation’s economy. Dedication 
to the task of using the magic of retail credit to improve 
living standards, he pointed out, was a necessary in- 
gredient of today’s successful manager of credit sales. 
Following Mr. Alexander’s talk, the credit managers 
heard several panel discussions. Moderators of these 
panels were: R. M. Chesney, Wachovia Bank and Trust 
Company, Charlotte; R. G. Trosper, Manager, Credit 
Bureau of Greensboro; Ervin E. Lampert, R. W. Norman 
Co., Salisbury; and John A. Broom, Jr., Cate-McLaurin 
Company, Columbia, South Carolina. Intense interest 
was manifested in the problems presented and their 
solutions. The Medical-Hospital group heard addresses 
by C. C. Duncan, deputy commissioner of insurance of 
Raleigh and Dr. David G. Welton, past president, Meck 
lenburg County Medical Society. Panel discussions on 
credit and collection procedures in hospitals and clinics 
completed the program. 


Walter J. Biehl Given Award 


At the mid-summer conference of the Associated 
Credit Bureaus of California, Walter J. Biehl, Man 
ager, Credit Bureau of Ventura, California, was awarded 
a plaque for being the senior active Credit Bureau 
Manager in the State of California. He is the President 
of the Quarter Century Club of California succeeding 
Arthur Henning of Sacramento, California, retired 
Oddly this honor was bestowed on Mr. Biehl at Palo 
Alto, California where he began his credit bureau ca 
reer in 1916. He is also a member of the Quarter 


Century Club of the National Retail Credit Association 


Recording on Foreign Trade 


The Committee for National Foreign Trade Policy has 
available a special ten inch recording (3343 RPM) of 
the voices of President Eisenhower on one side and 
Hon. Sinclair Weeks, Secretary of Commerce, on the 
reverse side, speaking on world trade. The subject of 
President Eisenhower’s address is “Foreign Trade and 
OTC.” Secretary Weeks speaks on “American Business 
and Foreign Trade Policy.” This record is being pro 
duced and distributed by the Committee as a public 
service to develop a better understanding of United 
States foreign trade policies. Your organization may be 
interested in using the record at meetings. It is avail 
able from the Committee for National Trade Policy, 
1025 Connecticut Avenue, N.W., Washington 6, D. C., 
at $2.50 each. 





Successful Credit School at Bristol 


The second annual credit school sponsored by the 
Credit Bureau of Bristol and the Bristol Credit Granters 
Association, Bristol, Virginia, was declared a success on 
completion of the course recently. Sterling S. Speake, 
Retail Credit Specialist of the National Retail Credit 
Association conducted the school attended by 56 per- 
sons who represented 36 stores and professional firms 
of Bristol and two from Norton, Virginia. Fred Entler 
was chairman of the school; Jeannette Wolfe, secretary- 
treasurer of the Credit Bureau of Bristol acted as regis 
trar; and Homer Weaver, president of the Bristol Credit 
Granters Association, spoke briefly during the school. 


Time to Stop Bad Check Passing 


The warden of the Idaho State prison has informed 
Idaho merchants that he is getting a little weary of fill- 
ing his cells because of the average businessman’s slip- 
shod methods of cashing checks. The warden said it 
was about time Idaho merchants got together and de- 
cided to end the easy-handed practice of cashing checks 

“I don’t want to tell merchants how to run their busi- 
ness,” he said, “but I’m running out of room at the 
prison.” Forty per cent of the inmates at his prison are 
doing time because of bad check convictions. “Many 
would not be here if merchants would take a few pre- 
cautions when cashing checks,” he said. “There is only 
one solution to the bad check problem, and the solution 
is not putting the passers in jail. The solution is for 
merchants and businessmen to shoulder a greater re 
sponsibility in determining whose check should be 
passed. The place to prevent the bad check practice is 
at the cash register. I feel that the approach to this 
problem should be made through the various business 
and merchants organizations and associations. Business- 
men must learn to rely on themselves to stop the pass 
ing of bad checks instead of relying on the law and the 
penal system.”—Women’s Wear Daily 


D -_ X\ 
What Is Your Opinion? 


YOU ARE cordially invited to give us your opinion as 
to the most important credit problems confronting us in 
the year ahead. Each year we assemble the thinking of 
leaders in the retail credit field and publish them in the 
January and February issues of The CREDIT WORLD. 
These comments of top management, credit bureau man- 
agers and credit sales executives have come to be re- 
garded as most helpful in making plans for the year’s 
operation. Your cooperation in contributing to this 
symposium will be greatly appreciated. Please send 
your comments to the National Office, 375 Jackson 
Avenue, St. Louis 5, Missouri, this month if possible. 


Y — - 4 
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T THE 43rd Annual International Consumer Credit 

Conference at Miami Beach, Florida in June, 1957 
a special session was devoted to the problems of district 
meetings. This session was well attended by delegates 
from all N.R.C.A., ACBofA and C.W.B.C. districts. The 
purpose of the meeting was to explore methods and pro- 
cedures leading to more effective district meetings. The 
theme of the session was “Leadership Training.” 

The delegates were divided into groups. Each group 
was assigned sub-topics of the three major topics and 
asked to report their findings to the general chairman, 
David K. Blair, H. Liebes and Company, San Francisco, 
California, Second Vice President, National Retail Cred- 
it Association. 

The three major topics were: Pre-Planning of District 
Conferences, District Conference Management and Ed- 
ucational Activities of Districts. Because of the great 
value of the group findings we are publishing them be- 
low. The suggestions given will provide guidance for 
those responsible for future district meetings. In future 
issues of The Creprr Wortp we will print the addresses 
of the three principal speakers, Vernon Rasmussen, 
Evergreen Cemetery Company, Seattle, Washington, 
J. E. R. Chilton, Jr., Merchants Retail Credit Associa- 
tion, Dallas, Texas and A. B. Buckeridge, Memphis Con- 
sumer Credit Association, Memphis, Tennessee. 


Pre-Planning of District Conferences 


Subject: When and where should the district conference 
be held? 


When: In Spring. Minimum of two months prior to in- 
ternational conference. 


Reasons: 

1. Difficult to leave job for two periods required if 
conferences too close together. 

2. Avoid Lenten season if possible. 

3. Appointments and assignments must be made prior 
to the international conference. 


Where: In cities with facilities capable of handling large 
groups, such as hotel accommodations, transportation, 
banquet, etc. 


Subject: Who should form the planning committee? 
Where and how often should the committee meet? 


Usual arrangement in District 1. Officers and directors 
of district (N.R.C.A.) to coordinate. Representatives of 
bureau and C.W.B.C. are on their Board. Usually four 
meetings including post-board meeting. 

Districts 5 and 13 (CWBC of NA) use presidents of all 
participating groups as a planning committee with con- 
vention city man as general chairman by appointment. 
Usually three meetings. 

Districts 3 and 4 have a coordinator who calls meetings 
and plans entire conference. One real planning meeting 
in centrally located city. 


Subject: What shall be the “theme” of the district meet- 
ing? 


No set theme. Try to use something according to times 
—sales promotion through credit perhaps. Get this idea 
in the theme. Credit sales manager good idea; what 
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credit means in this changing and dynamic era; how to 
better serve our credit customers; the atomic possibili- 
ties through credit management; credit trends in the 
atomic era and credit sales promotion today and to- 
morrow. 


Subject: What shall be the registration fee? Who should 
pay the fee and who should be complimented? 


Registration should include gratuities, entertainment, 
favors, complimentary tickets, ticket for C.W.B.C. break- 
fast, speakers’ traveling expenses, favors, 50 cents to 75 
cents margin on each registration. All guests (including 
wives, etc.) should be given entertainment privileges, al- 
though should not be required to pay full registration. 
Extra tickets should provide additional income to ab- 
sorb planned costs (speakers’ costs and invitations to 
local dignitaries). 


Subject: Selection of topics and principal speakers for 
district meeting. 


. Business trends—national authority 

. National officers of C.W.B.C. 

. National officers of N.R.C.A. 

. National officers of ACBofA 

. Representatives of various trade classifications 


oe Whe 


1. Business trends—national 

2. Business trends—district 

3. Problems confronting retail credit granters—per- 
sonnel 

4. Credit education in schools 


Subject: Planning for trade group sessions and selection 
of group chairmen ahd discussion leaders. 


1. Select one bureau manager to sit in with each trade 
group discussion. 

2. Select a chairman thoroughly familiar with the sub- 
ject, willing to give time and effort, rather than someone 
who happens to live in the next convention community. 

3. Plan a program that will encourage participation by 
all present. 

4. Chairman of each group to contact state and nation- 
al association for information which will be valuable in 
the discussion during that period. This may encourage 
state and national organizations to send speakers to 
these group meetings. 

5. Pick chairman capable of holding the session to the 
subject and keeping discussion moving and interesting. 
Discourage one or two people from hogging the meeting. 

6. Intelligently plant one or two provocative state- 
ments from the floor that will create discussion. 

7. Start and stop on time. 

8. Waste less time on introduction and praise of the 
speakers as it is embarrassing to speaker. 

9. Do not select a speaker unless he knows the sub- 
ject that the group is interested in and sticks to a sub- 
ject timely to credit. 

10. Fewer speakers, more discussions. 

11. Be sure to provide note pads and pencils for those 
attending. 


Subject: How best can the total program be arranged to 
allow maximum participation of all groups and to pre- 
vent overlap of important meetings? 


1. Program outlined by general convention chairman 
so that physical facilities are such as to expedite the 
“getting together” of the group. 

2. The general convention chairman will have the 
master plan arranged to prevent overlap of possible en- 
tertainment and program. 

3. Suggest joint meetings to benefit in major presenta- 
tions and avoid duplications. Select those of the most 
benefit to the majority. 

4. Maximum will be obtained where meetings are of 
current interest to all groups in attendance. 


Subject: Should manufacturers, distributors and others 
be invited to show their products at the district con- 
ference and what arrangements should be made for 
such exhibits? 


1. Have been neglected, but we have found exhibitors 
help by subsidizing expenses. 

2. Should be asked a year in advance so their expen 
ses can be allocated. 

3. All districts should emphasize the use of exhibits. 

4. The space cost should be decided on well in ad- 
vance. 

5. Time should be allotted for them to appear on pro- 
gram (two minutes for each to come to mike). 

6. Some donate prizes. 

7. Space for exhibits to be near conference room so 
delegates can easily see and find them. 

8. Give them badge and identification. 

9. Gives delegates new ideas—he can see without 
pressure to buy to keep abreast of new developments. 

10. Furnish exhibitors with list of who has attended 
conference so they can follow up leads. 

11. Cards to be passed out to delegates to indicate 
what they are interested in. 

12. Exhibitors can follow up these leads especially. 

13. Thank-you letter to headquarters of firms who 
exhibit. 


Subject: When should direct mail promotion of the dis- 
trict meetings begin? How many mailings and to 
whom? 


Should begin four months in advance of meeting and 
not to exceed four mailings. It should be sent to each 
member of each group of N.R.C.A., C.W.B.C. of N.A 
and ACBofA and to all local bureaus for local distribu- 
tion to members. 

(May we request publicity mailings include the con- 
troller of our firms?) 


District Conference Management 


Subject: When should registration desk open? Who and 
how many should be named to man the desk? How 
long should desk remain open? Days and hours? 


1. Should open at least noon day before first sched- 
uled meeting. 

2. If accommodations in more than one hotel, sign 
clearly, designating where registration desk will be lo- 
cated. 

3. Should be manned by persons familiar with confer- 
ence and hotel and at least one from each group. 

4. Pre-registration desk should be separate from those 
paying on arrival. Should be in same rooms. 

5. Registration and information desk should be open 
all during conference from 8:00 a.m. to 9:00 p.m. 

6. Registration desk location should be clearly desig- 
nated, 


Subject: How much entertainment should be provided 
and what should the entertainment consist of? 


1. Informal get-together on opening night. Buffet sup- 
per second night. Banquet and special entertainment. 
NO SPEAKER. Dance after banquet. (Dixie District) 

2. Master of ceremonies, comedian, song, dance at 
banquet. Greeter at opening night in lobby to greet del- 
egates as they arrive. (District 8) 

3. Get-together, mixer or ice-breaker Monday night 
opening. Banquet, speaker, preferably humorous, and 
short. (District 6) 

4. Social hour. Banquet, entertainment and dance 
with audience participation and no speakers. This, the 
day before closing of conference. (District 1) 

5. Individual cocktail party—three groups. Banquet 
with good, short speaker. Wind-up luncheon with inspi- 
rational speaker. (District 5 and 13) 


Subject: When shall the banquet be held? Day and 
hour? Should there be a banquet speaker, or should 
the main emphasis be on entertainment? 


1. If meetings break at noon the last day, the banquet 
should be the night before and a wind-up luncheon per- 
haps on the last day, leaving the afternoon for post-con- 
ference meetings. 

2. If meetings go through the last afternoon, the ban 
quet should be held the last night. 

3. Cocktail party 6:30 p.m., banquet at 7:00 p.m 

4. Main emphasis should be on entertainment for the 
banquet. 

5. We feel we need a shot in the arm after attending 
sessions all day. 

6. If a speaker is decided upon, get a short man that 
is humorous. 


Subject: Who should be assigned to sit at the head ta- 
bles at various functions? 


1. Toastmaster 

2. Speaker 

3. National representatives from each of the partici- 
pating groups 

4. Retiring presidents 

5. District presidents of C.W.B.C., ACBofA and Col 
lection Service Division 

6. Local president of retail credit association and of 
C.W.B.C. 

7. Conference chairman 

(To save confusion at the head table, all head table 
seating should be arranged in advance of the conven- 
tion. A notice attached to the registration envelope of 
each head table guest telling him at what function he 
will be seated at head table, what time it will be held 
and the place that it is to be. Frankly, this system will 
work like clockwork and there will be no slipups.) 


Subject: What can be done to make “newcomers” to 
district meetings feel that they are welcome? 


Identify: 
1. Registration card—list number of years at confer- 
ences. (lst conference——2nd——3rd——-more——) 





2. Okay advance registration against previous year 
3. Special badge 


Entertain: 

1. Big brother or big sister (convention committee) 

2. Special “newcomer day” in _ hospitality room 
planned. 


3. Special rate for first conference registration fee. 
4. Introduced at meetings by “big brother.” 


CREDIT WORLD December 1957 17 











5. Special committee to plan this entertainment. 
6. Plan to recognize local newcomers as well as out-of- 
town newcomers. 


Subject: Should admittance to general sessions and 
group meetings be by badge only? What advantages 
in having different colored badges to designate partic- 
ular groups? 


1. We do not advocate showing badge to attend gener- 
al sessions or group meetings but do recommend a study 
of possibilities of the badge serving as ticket to all func- 
tions, including breakfasts and banquets. 

2. In event door prizes are given, only give to those 
who are wearing their badges. 

3. Suggest to chairman of the general sessions and 
group meetings that they introduce and recognize non- 
members and invite them to become members of the as- 
sociation, 

4. Some identification for members who are attending 
a conference for the first time so they can be recognized 
and greeted. (We compliment the person who had 
charge of these badges this year. They are very easily 
read.) 

5. We do not recommend colored badges for each 
group as it tends to separate them rather than uniting 
them. 


Subject: When should the nominating committee report 
on proposed slate of officers and directors and when 
should election take place? 


1. The ideal way would be definitely to appoint a com- 
mittee ahead of time. 

2. If practical, committee should meet 30 days prior 
to conference. If not practical, time, date and place 
be definitely set by president and committee member 
should report with definite recommendations. 

3. If conference is three-day affair, nominations 
should be reported second day and election follow on 


third day. 


Subject: What arrangements should be made, and by 
whom, for comfort of visiting speakers, ushers, ser- 
geants-at-arms, flags, decorations, gavels, supplies, liai- 
son with hotel management, etc.? 


1. Pre-planning most important. 

2. Reception committee should have a member as- 
signed to one speaker. Do all necessary—meeting him, 
arrange for hotel, etc. “Buddy system” helpful. Give 
him a warm welcome. Find out if family will attend and 
see to comfort of wife. 

3. All expenses to be paid, should not have to ask. 
Man in charge of speaker to see to all these details. 

4. “Buddy” to have sufficient funds to properly enter- 
tain. 

5. Hospitality group with cars, information desk with 
all information for everyone. Wives committee to help 
(wives of speakers). 

6. List to be given to sergeant-at-arms, just what he 
is to do. 





7. Duties of ushers to be typewritten. Distinguished 
by arm bands (sheriff badges). 

8. Decorations, flags, gavels, supplies to be in hand of 
special committee with definite assignments as to time 
and place and where needed. 

9. Liaison with hotel management: One person with 
this duty to be designated a “hotel public relations 
man.” Local man with knowledge of hotels good. To be 
appointed by general conference chairman and work 
closely with him. If help needed, he could have commit- 
tee to help. All arrangements be finally checked at last 
planning meeting. 


Subject: When and how often should district boards 
meet and in what form should discussions be record- 


ed? 


1. There should be three meetings per year: one im- 
mediately following district conference; one mid-year 
and one preceding district conference the following year. 
However, there should be a provision for a call meeting 
when needed. 

2. There should be a complete record of all districts’ 
boards business transacted by the board regardless of 
how it is recorded, of which a copy should be sent to 
each board member and a copy to their respective na- 
tional headquarters. 


Educational Activities of Districts 


Subject: How can district meetings be made more edu- 
cational? 


1. Establish theme—build conferences around it. 

2. Acquaint each of three groups with material avail 
able through their national offices. 

3. Well-informed speakers to talk on credit. 

4. Group meetings very important. 

5. Must have coordinator. 

6. Proper selection of chairman and material to be 
presented. 

7. Awareness of public relations is very important at 
district meeting. 

8. Recommend local delegates take home reports and 
handle in similar fashion as this table discussion. 

9. Recommend continuation of this meeting in future 
international conferences. 

10. Recommend record of this meeting be sent to all 
planning committees of district meetings. 


Subject: What use can be made of N.R.C.A.’s credit edu- 
cational film, “The Good Things of Life on Credit” 
throughout the district to insure maximum impact? 


1. We feel best use is to show film before non-credit 
people, preferably in groups—PTA, women’s organiza- 
tions, schools, etc. 

2. Could be shown at public places by newspaper ad- 
vertising during Retail Credit Week. 

3. We feel that the picture is definitely slanted at the 
consumer. 

4. For maximum impact, another use which should 
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be promoted is the TV medium where it would reach 
the consumer. 


Subject: How often and over what period of time should 
local “Pay Promptly” campaigns be conducted? In 
how many newspapers and how financed? 


1. Hold “Pay Promptly” campaigns over a period of 
three days, such as Monday, Wednesday and Friday. 

2. Quarterly with real concentration after big selling 
periods. 

3. Use local newspapers equally divided. 

4. We feel spot announcements on radio and perhaps 
a placard made up for TV with “Pay Your Bills Prompt- 
ly” written on same interjector between commercials; 
car-card and billboard advertising should prove effec- 
tive. 

5. We feel that perhaps the credit bureau or retail 
merchants association should finance it or any generous 
persons that might want to. 


Subject: What further steps can be taken to stimulate 
interest in the annual Scott Award of $500? 


1. The Scott Award is awarded to the person who 
has done the most to stimulate interest in retail credit. 

2. More publicity could be given by local bureaus 

3. Appoint a district chairman to investigate nomina- 
tions from the local credit associations of members who 
are eligible. 

4. More information provided at district meetings as 
to what the Scott Award is. 

5. N.R.C.A. public relations prepare short releases for 
publication in state and local bulletins. N.R.C.A. should 
follow the pattern of ACBofA to select international 
award winners. 


Subject: How can districts promote observance of Na- 
tional Retail Credit Week? 


1. Write all credit bureaus and furnish N.R.C.A. kit 
as a basis for planning and participation. 

2. Encourage both associations and bureaus by dis- 
tricts providing free kits (cost $3.00). 

3. Point out to communities possibilities of: (a) Cred- 
it bureau open house; (b) Newspaper ads and editori- 
als; (c) Appoint committee on local level; (d) N.R.C.A., 
C.W.B.C. and ACBoiA to plan activities; (e) Radio pub- 
licity; (f) Interviews with local credit men and women; 
(g) Present film to civic and service groups—‘*Good 
Things of Life on Credit”; (h) Talk to seniors of local 
high schools. 

4. Discussion about value of considering change in 
date—spring too busy. 


Subject: What are the advantages of various types of 
awards such as those offered by N.R.C.A., C.W.B.C. of 
N.A. and ACBofA? 


1. Everyone strives for recognition and through the 
award program it creates additional interest and every- 
one works harder to do a better job. We recommend 
continuation and expansion of awards programs in all 
three organizations. , 

2. Suggest recipients of awards be arranged on stage 
before presentation and a minimum of time be used in 
the introduction and presentation. 


Subject: Can an arrangement of interchange of compe- 
tent speakers on “expenses only” basis be worked out 
in districts? 


1. Education is the process that enables you to contin- 


ue your learning. Or, education is a debt—due from the 
present to future generations. 

2. Offer services of our own capable speakers on cred- 
it to those businesses or firms with whom we have a 
mutual interest. By so doing we accomplish two things: 
(a) tell our story; and (b) they will reciprocate. 

3. Suggest that national and district offices keep record 
of the three organizations on speakers and their subjects 
available on expense basis only. Classify your speakers 
as to whether enthusiastic, energetic, humorous and can 
sell their topic. Recommend that The Creprr Wortp pub- 
licize this information so that it is available. 


Subject: How can Sterling S. Speake’s Credit School, 
S. H. Womack’s Public Relations course, seminars, in- 
stitutes, clinics, correspondence courses, and the like, 
be promoted throughout the district? 


1. Way to promote Sterling S. Speake and others is 
through group cooperation (C.W.B.C., N.R.C.A. and bu- 
reaus) giving publicity by putting them on district pro- 
gram. 

2. Through bulletins, special news releases and every- 
one working. 

3. Best promoted courses are those handled by pub 
licity to management and controllers of companies to 
stimulate attendance. Keep firm up to date on new cred- 
it educational advances. 

4. All groups recommend a clinic on various subjects, 
commercial law, collections and general credit granting 

5. Use qualified speakers. Advise members through 
bulletin and card follow-up. Get newspaper publicity if 
possible. 

6. Promote courses, special educational seminars by 
first selling yourself. Tell management about it and get 
firm members to attend. 

7. Special recognition (awards, etc.) to members who 
attend. 

8. Where is small credit manager or firm to learn? 
Use your association and try to stimulate association or 
credit bureaus to sponsor courses and seminars. 

9. “Accounts Receivable Management” is a subject of 
interest to everyone. The small merchants, the credit 
women and credit sales managers. 

10. It is our job to offer this education and work close- 
ly as three groups to do it by offering these prepared 
courses. 

11. C.W.B.C. District 2 is considering sponsoring some 
credit courses to carry a college degree. 


Subject: How can the services of the three national or- 
ganizations, N.R.C.A., ACBofA and C.W.B.C. of N.A. 
be more completely understood and used throughout 
the district? (a) Should booths be used at district 
meetings to show details and examples of national 
services, similar to those at international conferences? 


1. All local bureau membership be set up to include 
membership in N.R.C.A. 

2. A catalog be compiled of all three groups’ forms 
and educational material and placed in hands of local 
credit bureau manager, president of local Retail Credit 
Association and president of the Credit Women’s Break- 
fast Club. 

3. All three national headquarters should notify dis- 
trict president of their, respective group when a new 
unit or club is formed in their district. 

4. Each district organization give thought and plan- 
ning to have a booth and display all and any types of 
forms, stickers, catalogs, etc., relative to their particular 
group at each district meeting. wk 
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A. S. Jacobs Honored 


A. S. Jacobs, Credit Manager Emeritus of the Pop- 
ular Dry Goods Company, El Paso, Texas, celebrated 
his golden anniversary with the firm recently. He went 
to work for the store on August 8, 1907. He was given 
a testimonial party on September 11, 1957, at the close 
of the store for the day. The party was held in the exec- 
utive offices and was attended by all the executives 
of the store, plus the members of their Twenty-Five 
Year Club, and the staff of the credit department. It 
was an enjoyable occasion and a very deserved tribute 
to an outstanding individual. At the ceremony he was 
presented with a gold watch, a silver tray and a hi-fi 
set. Mr. Jacobs will remain active with the firm’s credit 
department. 


Position Wanted 
Credit Manager with retail credit experience. Former 
Bank Manager. Age 45. Box 12572, The Creprr Wor Lp. 


Number Five for Spokane 

Harley J. Boyle, who retired earlier this year as 
Credit Manager, The Crescent, Spokane, Washington, 
was presented with a life membership in the National 
Retail Credit Association. The presentation was made 
by W. E. Phillips, President of the Spokane Retail 
Credit Association at a weekly meeting of the group 
recently. Mr. Boyle is a past president of the local re- 
tail credit association and has served on the Board of 
Directors of the National Retail Credit Association. He 
is the fifth Spokane man to receive an N.R.C.A. life 
membership for contributions to the credit fraternity. 
The other four are: Ralph W. Watson, N. M. MacLeod, 
E. K. Barnes, and J. W. Moss. Mr. Boyle is spending 
much of his well-deserved retirement playing golf and 
in addition spends considerable time on the outside 
collection investigation work for his store. His home is 
2609 South Lincoln Street, Spokane 41, Washington, 
and we know he would like to hear from his many 
friends throughout the credit fraternity. 


Shown below, on the right, is Mr. Phillips presenting the 
membership certificate to Mr. Boyle. 
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Coming District Meetings 


District One (Connecticut, Maine, Massachusetts, New 
Hampshire, Rhode Island, Vermont, Provinces of Que 
bec, New Brunswick, Nova Scotia, and Prince Edward 
Island, Canada) will hold its annual meeting at the New 
Ocean House, Swampscott, Massachusetts, May 18, 19, 
and 20, 1958. 

District Two (New York and New Jersey) and District 
Twelve (Delaware, District of Columbia, Maryland, 
Pennsylvania, Virginia, and West Virginia) will hold a 
joint annual meeting in New York, New York, February 
9, 10, and 11, 1958. 

District Three (Florida, Georgia, North Carolina, and 
South Carolina) and District Four (Alabama, Louisiana, 
Mississippi, and Tennessee) will hold a joint annual 
meeting in Knoxville, Tennessee, April 13, 14, 15, and 
16, 1958. 

District Five (Kentucky, Michigan, Ohio, Ontario, 
Canada, Illinois, Indiana, and Wisconsin, except Su 
perior) will hold its annual meeting in South Bend, In- 
diana, February 16, 17, and 18, 1958. 

District Six (Iowa, Minnesota, Nebraska, North Da- 
kota, South Dakota, Superior, Wisconsin, and Manitoba, 
Canada) will hold its annual meeting at the Royal 
Alexandra Hotel, Winnipeg, Manitoba, Canada, May 
4, 5, 6, and 7, 1958. 

District Seven (Arkansas, Kansas, Missouri, and Okla 
homa) will hold its annual meeting at the Marion Hotel, 
Little Rock, Arkansas, March 15, 16, and 17, 1958. 

District Eight (Texas) will hold its annual meeting in 
Brownsville, Texas, April 12, 13, 14, and 15, 1958. 

District Nine (Colorado, New Mexico, Utah, and Wyo 
ming) will hold its annual meeting in Glenwood Springs, 
Colorado, May 16, 17, and 18, 1958. 

District Ten (Alaska, Idaho, Montana, Oregon, Wash 
ington, Provinces of Alberta, British Columbia, and 
Saskatchewan, Canada) will hold its annual meeting in 
Portland, Oregon, May 17, 18, 19, and 20, 1958. 

District Eleven (Arizona, California, Nevada, and Ha 
waii) will hold its annual meeting in conjunction with 
the 44th Annual International Consumer Credit Confer 
ence, Hotel Statler, Los Angeles, California, July 13, 14, 
15, and 16, 1958. 


Department Store Credit for September 


INSTALMENT ACCOUNTS outstanding at department 
stores at the end of September were unchanged from the 
level of the preceding month, and were 4 per cent above a 
year earlier. The collection ratio on instalment accounts con- 
tinued at 15 per cent. Charge accounts receivable increased 
10 per cent in September, and were slightly higher than a 
year ago. The September charge-account collection ratio was 
46 per cent, as compared with 47 per cent a month ago and 
44 per cent a year ago. Total sales at reporting department 
stores were up 1 per cent from August to September, re- 
flecting an increase in credit sales offset in part by a decline 
in cash sales. In comparison with the year-ago volume, how- 
ever, total sales were down 4 per cent.—Federal Reserve 


Board. 
Position Wanted 


Credit man, 42, eleven years’ experience in credits and 
collections, automobile financing, small loans, wholesale 
and retail credit. Wishes to relocate in Florida. Box 
12571, The Creprr Wor vp. 





Mabell Bliss Retires 


Mrs. Mabell Bliss retired September 28, 1957, after 
26 years of service with Frank A. Heitkemper, Inc., 
Portland, Oregon, a jewelry concern. She was honored, 
on the occasion, by a dinner given by the Retail Credit 
Association of Portland. Mrs. Bliss was active in the 
Credit Women’s Breakfast Clubs of the Northwest and 
held many offices in the Credit Women’s Breakfast 
Clubs of North America. In 1954 she served as President 
of that organization presiding at the annual conference 
in San Francisco. She is a member of the Quarter 
Century Club of the National Retail Credit Association 
and now becomes a honorary life member. Her husband 
Stuart is retired and is also an honorary life member 
of the N.R.C.A. We believe this is the first husband and 
wife combination holding such membership. We wish 
for both of them many years of happiness in their well 
deserved retirement. We know they would be happy to 
hear. from their many friends in the United States and 
Canada. Their home address is 4104 Lavina Street, Van 
couver, Washington. 


Anthony E. Maurin 


Anthony E. Maurin, 69, Credit Supervisor for the 
New Orleans Public Service Company, New Orleans, 
Louisiana, died suddenly of a heart attack October 19, 
1957. He was associated with the Public Service Com 
pany for the last 48 years except for military service. 
In 1909 he started counting transfers in the transporta 
tion department. He served in the Army medical corps 
in France in World War I and after being discharged 
returned to Public Service Company. He then became 
a member of the credit department and rose to become 
credit manager and finally credit supervisor. A native 
of New Orleans he was educated at St. Stephens and 
Jesuit College of that city. Mr. Maurin was active in 
credit affairs of New Orleans and was a past president 


of the Retail Credit Association of New Orleans. He 
served as Chairman of our Public Utility Group at sev 
eral of the N.R.C.A.’s annual conferences. He was also 
a member of the Quarter Century Club of the National 
Retail Credit Association. He is survived by his widow, 
two daughters, and by one son, Anthony, Jr., stationed 
with the Air Force in Topeka, Kansas, to whom we 
extend our deepest sympathy. 


Credit School in Richmond, Virginia 


It was back to school for a group of credit executives 
and store personnel on October 15-17, 1957 when Ste: 
ling S. Speake, Educational Specialist of the National 
Retail Credit Association went to Richmond, Virginia, 
for the three-evening course sponsored by the Credit 
3ureau of Richmond. The city was selected as one of 
the several cities included in this year’s educational 
program offered by the N.R.C.A. This type of school has 
been conducted for several years and has been ac 
claimed as a practical approach to the study of success 
ful credit methods in the field of retail credit. Topics 
discussed included problems affecting credit, credit ap 
plications, interviews, investigations, evaluating the ap 
plicant, credit policies, sales promotions, collections and 
others. Classes were held from seven to ten P.M. for 
three consecutive evenings and upon successful comple 
tion of the course, the N.R.C.A. certificates were 
awarded to all persons passing the examination, which 
was optional. George C. Robinson, Executive Secretary 
of the Retail Merchants Association and the Credit 
Bureau of Richmond said that the Credit Bureau, as 
often as possible, makes available to credit personnel in 
Richmond stores the opportunity of advanced knowledge 
in the credit field. This has done much, he said, in 
providing for Richmond a sound credit growing city 


Shown below is a picture taken at one of the sessions of 
the school. 
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LEONARD BERRY 


MEMBER asked, “What do you consider an effec- 

tive business letter?” Our answer: “One that tells 
the reader clearly, completely and concisely what he 
wants to know and leaves him with a favorable impres- 
sion of the writer and of the firm.” 

The definition is not original; many writers on busi- 
ness correspondence have said pretty much the same 
thing. It is, however, exactly what is involved in writing 
successful business letters and it is worthy of repetition 
and frequent reminding. 

As we enter the busy Christmas shopping season, 
when heavy demands are made on the patience and 
poise of credit department personnel, it is well for us to 
reflect on the constructive power of warm, friendly 
courtesy and on the destructive power of curtness and 
abruptness. The words we use, both in letters and in 
personal contacts, have a lasting effect on the attitudes 
of customers to our places of business, and those at- 
titudes can be translated into measurable dollars and 
cents. Sales can be made and sales can be lost in the 
credit office. 

Letters written in friendly, familiar language and 
breathing the spirit of interested service will add luster 
to a firm’s reputation and also give a sense of solid satis- 
faction to the writer. It is rewarding to feel that thought- 
ful efforts have helped to make shopping easier and 
more pleasurable. Such letters can only be produced 
when our approaches are beamed to the customer’s in- 
terest—not ours. 

Correspondence experts talk of the humanics and the 
mechanics of letter writing. The first has to do with the 
emotional reaction of the reader to the letter . . . the 
spirit in which the letter was written. The second is the 
machinery we use to say what we have to say. Both are 
important. However, since people are psychological rath- 
er than logical animals it is likely that the humanics 
have more lasting effect on public relations than do the 
mechanics. All of us act more often from the impulses 
of the heart rather than the reasons of the brain. A 
warm, considerate letter will accomplish that vital ne- 
cessity of leaving the reader with a favorable impression 
of the writer and the firm, even if the mechanics fall 
short of perfection. In other words, the spirit of the let- 
ter is its “friend-making” quality. 

During December particularly, retail credit personnel 
will be beset with many problems. Striving to serve 
scores of impatient and hard-to-please customers is a 
drain on even a full reservoir of good will and kindli- 
ness. Racing with the clock to get necessary work done 
will occasionally cause the most even-tempered and plac- 
id person to become irritable and snappish. 

To offset this, let us think of the responsibility we 
have to our customers, to our firms and to ourselves. 
The credit sales department must be a place where peo- 
ple are helped, not hurt, and where all visitors can 
be sure of thoughtfulness, consideration and courtesy, 
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whether they come in person or by mail. Our employers 
are entitled to our best efforts in gaining both sales and 
friends. We owe it to ourselves to be positive, affirmative 
personalities, so we too, may get as much pleasure as 
possible from this wonderful Season. 

To all our members: Merry Christmas and Happy 
New Year! 


This Month's Illustrations _>-———> 


Illustration No. 1. Here is a timely and effective credit 
sales promotion letter. Ed Falk, Credit Sales Manager, 
Newman’s, Joplin, Missouri sent this letter to all his 
monthly charge account customers. Another mailing was 
an attractive folder describing Newman’s revolving 
credit account. Sorry we could not show that too. The 
envelope for the folder had a merry Santa Claus on the 
outside with the word, “There is HAPPINESS inside!” 
This is credit salesmanship at its best. 

Illustration No. 2. It is difficult to create a new col 
lection approach. We congratulate Ernest W. Reames, 
Manager of Credit Sales, Hogg Bros., Salem, Oregon on 
this novel letter. Along with the letter goes a form 
which the debtor is asked to fill out and return. The let 
ter brings results. Any reiteration of the fact that the 
customer creates her own credit record is all to the 
good. Also, the fact that the credit bureau keeps careful 
track of customer’s pay habits is an effective collection 
tool. 

Illustration No. 3. Inactive accounts at Gutman’s, Clay- 
ton, Missouri receive this pleasing little reminder that 
they have been missed and now is the time to resume 
use of the helpful and convenient charge account. 

Illustration No. 4. H. Liebes and Company, San Fran- 
cisco, California has a series of well worded printed re- 
minders that have proved successful in collections. Here 
are two of them. David K. Blair, Manager of Credit 
Sales and vice president, National Retail Credit Associa- 
tion points out that labor-saving and cost-reducing short- 
cuts must be devised in the credit office. Such notices do 
those desirable accomplishments. 

Illustration No. 5. Along the lines of finding efficient 
shortcuts here is a form used by Gimbels, Pittsburgh, 
Pennsylvania for the ever-present problem of getting 
changes of address quickly recorded. This form is avail- 
able at the desks in the reception area and the customer 
is invited to fiil out the form and deposit in box pro- 
vided. A real time-saver! 

Mustration No. 6. Another simple collection reminder 
which can be quickly filled out and mailed. Donald A. 
Webb, Credit Sales Manager, Spiess Company, Elgin, 
Illinois tells us that he has had good results with this 
form. 

PLEASE SEND YOUR CREDIT AND COLLECTION 
FORMS TO US. SHARE YOUR GOOD IDEAS AND 
EFFECTIVE COMMUNICATIONS WITH YOUR FEL- 
LOW CREDIT EXECUTIVES. 





















Your names missing { 





ACTIVE 


Dear Customer 
As a preferred Newnan's Cust mer, we have good news f 
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Are You Investing or Spending Your Time? 
J. HAIGH, M.C.1. 


Credit Manager, Canadian Kodak Sales, Ltd., Toronto, Ontario, Canada 
Immediate Past President and Dean of the Canadian Credit Institute 


ACH OF US learned by instruction early in life, or 

by later experience, that if we want to progress fi- 
nancially we cannot spend all of our income. Some of it 
must be saved. We have also learned, and I expect most 
of us try, to invest those savings where there is some 
hope of income which will be productive of profit, and 
thereby add to our financial strength. This principle of 
investing for profit has become a way of life in our 
country. Some say it is this particular characteristic 
which has contributed so much to the growth and 
strength of our economy. 

I believe in this business of investing money in pro- 
ductive ways, and I know that you do too. Because of 
this belief we are accustomed to using our money care- 
fully, and conserving it where possible because most of 
us realize that our financial resources and their future 
possibilities have some limit. That limit, however, is 
elastic as far as monetary wealth is concerned. 

This is not so with the time resource we have at our 
disposal. No matter who we are, or how healthy we may 
be, there are only 24 hours in the day for each of us. 
There are only so many days in the year and there is 
certainly a physical limit on the number of hours, 
days, and years we can work. With time limited, and 
with so much demand being placed on this time from 
so many directions, it also is a precious resource, and 
I wonder if we should not be giving it the same con- 
sideration we give our money. It is important for each 
of us to ask ourselves this question: “Are we investing 
or spending our time?” We should give the same thought 
and care to investing a part of our time, as we do to 
the investing of a part of our money. If investing money 
wisely will be productive and add to our financial 
strength, the same consideration should be given to 
investing a part of our time to add to our occupational 
strength and value. Such an investment of time will 
benefit not only ourselves, but also the firms we repre- 
sent, the customers we deal with and the various or- 
ganizations to which we belong. 

Before following up on this line of thought, let us 
look at the meaning of these words, “investing” and 
“spending.” According to the dictionary, the word “in- 
vest” means to “convert into some sort of wealth other 
than money.” Another expression of the definition is 
“to lay out capital in business with a view to obtaining 
income or profit.” On the other hand, the word “spend” 
is defined in these ways: “to consume, use or waste,” 
“to exhaust strength,” and “to pass time.” The big dif- 
ference seems to be that there is an added return 
available to you through investment, or an increased 
productivity which does not result from mere spending. 
Let us see if by illustration we cannot associate our 
time and the work we do with these two words—“in- 
vesting” and “spending.” Let us not forget also the 
possibility of applying the same sort of reasoning to 
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‘ the use of our leisure hours. Also, let us keep the illus- 


tration simple and tied in with our day to day activities. 

Most of us spend some time writing collection letters. 
Each morning when we come to work, the morning’s 
mail or the operation of our tickler system brings to 
our attention a certain number of accounts which have 
to be collected, and so we plow into the job of getting 
the letters written and on their way to the customers. 
Usually, we collect the money. We have spent our time 
and we get something in return for it but does this 
expenditure of time and the return obtained make it 
any easier for us the next time we have to go after 
those customers for money, or did the writing of these 
letters and the collection of the money reduce the num- 
ber of collection letters to which we will have to devote 
similar time in the future? I doubt it. 

Has it occurred to you that perhaps some of this 
precious time could be saved and the time so saved in- 
vested to bring you not only an equivalent return, but 
also some added returns for the future. First let us 
look at two possible ways of saving some of this time, 
and to keep this as short as possible let us just ask our- 
selves two questions. Could I, by analyzing this kind 
of correspondence, classify the repetitive situations in- 
volved, and refer or delegate some of this correspond- 
ence to others? If I have no one else to help me with it, 
could this same sort of analysis help me to prepare pat- 
tern letters which would save some of my own time 
in writing these customers in the future? 

If we can answer either of these questions in the 
affirmative, then we have conserved some of our own 
time for investment purposes. Incidentally, the time you 
devote to answering these questions successfully can 
be an investment in itself, since it may bring you added 
productivity, and that can be used for additional invest- 
ment and profit. Here are just some of the possibilities. 

Take some of that time and invest it in a review of 
all your accounts. Identify and help your Sales Depart 
ment weed out the inactive ones which are unprofitable 
to your organization. This will save time that can be 
used to help the sales department locate and develop 
more productive accounts. This will bring a better re- 
turn on the salesman’s time, will help lead to an increase 
in the unit value of your sales, and bring your firm 
more profit with the same effort. 

While you are reviewing your accounts, identify those 
which are active and productive for you saleswise, but 
which still take your time because of problems they 
face which affect your ability to collect, or the amount 
of risk you are willing to take. Use a little of the time 
saved to analyze more closely the problems these cus- 
tomers have, and see if you can help them find solutions 
to those problems. Any time you can devote with suc- 
cess along this line will be an investment also, and 
bring you added time you can use elsewhere. 





There are other similar illustrations in our daily work 
to which I could refer, but you know your own situation 
and your own organization best. Therefore, I am sure 
you can apply this same reasoning to other activities 
in your usual workday, and come up with equally in- 
teresting possibilities. 

Let us imagine for a moment that we are attending a 
meeting of our local Association, or some civic group 
in which we should participate. It is easy to say, “I don’t 
have the time to spend”; but would you be spending 
your time or investing it? By meeting others with com 
mon interests, sharing experiences and exchanging 
ideas, you are bound to receive some added return for 
the time involved thereby making such time an invest- 
ment rather than an expenditure. Even if you do not 
agree with this idea, you will have learned something 
about it and in the future you can devote similar time 
along more productive lines. If we looked upon attend 
ance at such meetings as an investment, not only would 
we have added incentive for participation, but we un 
doubtedly would get much more out of it. 

Here is another opportunity for investment of leisure 
time, without the need of finding time saved for such 
an investment. Some of this precious time of ours is 
used personally in reading for pleasure. It may be the 
newspaper, a magazine, or a paper-backed novel. Sup 
pose we took a small portion of that time and seriously 
directed it at constructive reading for new ideas to 
apply to our daily work. Sooner or later we are bound 
to come up with something which will help increase 
our efficiency, provide better service, or help us solve 
a problem. While we are doing that and reaping the in 
vestment reward of better productivity, we could also 
practice improving our reading ability. The technique 
to do so is easy to acquire, but practice is what brings 
results along this line. So here is an investment that 
can produce double returns. 

One of the criticisms which has been leveled at busi 
nessmen over a period of years is that they spend too 
much time chasing the almighty dollar and not enough 
time in devotion to community affairs and their civic 
responsibilities. While I have no wish to argue the point, 
I raise it as background for this illustration on the 
question of investing or spending time. 

In each of the trading areas in which your member 
associations are located, there are many small businesses 
which face a variety of problems. These problems are 
serious to them and unfortunately most of these small 
business owners or managers are not equipped by train- 
ing or experience to work out successful solutions, nor 
do they know where the necessary information and ad 
vice are available. These people could benefit from the 
operation of small business clinics, and I am convinced 
that if such clinics were made available to them they 
would participate in them wholeheartedly. 


Statement Analysis Clinic 


I am thinking of the Financial Statement Analysis 
Clinic recently sponsored by the C.C.M.T.A. in Toronto 
I realize in this case they were catering to their own 
members, but how many retail merchants really under- 
stand the statements prepared by their auditors? Not 
many that I talk with understand them, and they seem 
to be quite happy as long as a reasonable profit is the 
end result. This is just one instance where we could 
be of help to the small business man. 

Through our local associations, this time and interest 
of ours might even spark a co-operative community ef- 
fort in which attorneys, bankers, purchasing agents, ac- 
countants, sales executives, and others could benefit. 


The time we devoted in this effort certainly would be 
an investment if it benefited the community. In addition, 
the experience we would gain and the contacts we 
would have with other citizens of the community would 
bring its personal reward. 

While we are considering this kind of investment let 
us talk about a long term one such as the course in 
Credit Management which leads to the degree of M.C.I 
(Member of the Canadian Credit Institute). Almost 30 
years ago it was realized that those engaged in Credit 
Management were dependent almost entirely for their 
success upon their experience and such haphazard study 
as might be possible. It was agreed that if this experience 
could be supplemented by academic training in the 
fundamentals of subjects directly related to their work, 
there would in due time develop a more competent and 
efficient credit personnel, and a professional status 
would be attained. 

The broad field of knowledge demanded of an effi 
cient credit manager had much to do with a choice of 
a curriculum. Accounting, commercial law, salesman 
ship, credits and collections, retail credit, and retail 
trade, were natural selections, but it was felt advisable 
to have some academic subjects as well, so business 
English, economics, and psychology were added to the 
course 


Credit Management Course 


The course was not necessarily designed for whole 
sale credit personnel, but over the years not too many 
retail people availed themselves of the opportunity to 
take the course. I know through my affiliation with 
retail credit managers, the Institute course did not en 
tirely suit your needs and I believe up until a few 
years ago there had been considerable planning for a 
retail credit course of your own. Those of you attending 
the Consumer Credit Conference in Winnipeg two years 
ago will recall the Credit Management Course was 
wholeheartedly adopted by your parent organizations 
as their course of study, but there was a proviso the 
subjects would be revised to include more of the retail 
aspects of credit. I know you will be happy to learn 
this work has now been completed through the untiring 
efforts of Leslie Hulme, Carl Flemington, the University 
of Toronto, and selected members of the Credit Institute. 

It is a three-year course culminating in the degree 
of M.C.I. and I can assure you that all subjects relate 
to both retail and wholesale. Since you accepted the 
co-sponsorship of the course one term has been com 
pleted, and out of 550 students registered last year close 
to 25 per cent were from the retail fraternity. This is a 
real feather in your cap, and I hope this term the en 
rollment from the retail field will be closer to 50 
per cent. 

You are well represented on the Institute Council, 
having a retail representative from each of the six chap 
ters across the country, and assistant bursars will be 
added as the need arises. Here again is an excellent 
opportunity to invest some of your time, not necessarily 
by taking the course yourself but by encouraging your 
subordinates to register and helping them with their 
problems. 

Now let me summarize some of the possible returns 
I see from these investments, and who will be receiving 
them. First, I believe there will be returns to each of 
us as individuals. We will improve our ability to ana- 
lyze daily situations and problems, and recognize more 
clearly where improvement is possible. Our point of 
view will be broadened, imagination stimulated, and our 
standards raised. 

Second, there are returns available for the firms and 
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About the 1957 Scott Award 





SEVERAL MEMBERS have asked about the winning 
entry for the Scott Award for 1957. As announced at 
the International Consumer Credit Conference at Mi- 
ami Beach the winner was E. M. Davis, Director of 
Credits, General Gas Corporation, Baton Rouge, Louisi- 
ana. Here is a word picture of the winning entry. 

Mr. Davis’s entry consisted of two volumes. The first 
contained details of his activities outside his official 
duties for his firm. Beginning with a detailed personal 
biography, set forth were the particulars of his affilia- 
tions in local, state, district and national credit organi- 
zations. This record: shows that Mr. Davis has contrib- 
uted generously of his time and talents for the better- 
ment of the retail credit profession. 

Mr. Davis is a member of the Board of Directors and 
Past President of the Credit Bureau of Baton Rouge. 
He has also served on several committees including the 
Employees Pension, Legislative, Nominating, Executive, 
Publicity and Education. He was the Chairman of the 
National Retail Credit Week Committee and contrib- 
uted greatly to the success of that event in Baton 
Rouge. 

Mr. Davis has served as Vice President and Board 
Member of the Louisiana Retail Credit Association and 
was General Chairman of the annual meeting. He has 
been Vice President and board member of District 
Four, National Retail Credit Association and is the 
current President. On the national level, Mr. Davis 
has been State Chairman for Membership and is now 
serving in that capacity. He has held numerous other 
retail credit association posts elsewhere. 

Also given were details of Mr. Davis's civic activities. 
This record reveals that he has spent much time and 
effort on the affairs of religious, civic and educational 
groups in Baton Rouge. Each page, clearly typed and 
placed in a cellophane protective cover, was devoted 
to a description of the activity and supporting letters 
from leaders in that activity. Thorough documentation 


was given including reproductions of certificates and 
awards. 

The second volume was devoted to the record of Mr. 
Davis’s work in connection with the credit policies and 
credit promotional work of his company. Written credit 
and collection policies prepared by Mr. Davis and 
adopted by his company, were shown. Included in this 
section was a complete exhibit of the General Gas Fi- 
nance Plan, covering full instructions and explanations 
and showing forms, brochures and letters used. 

Successful credit sales programs, covering both gas 
sales and merchandise, were fully documented and re- 
sults shown. This part of the exhibit demonstrated the 
important part played by Mr. Davis in the growth of 
his company. Time and money-saving improvements in 
office procedures were detailed together with recom- 
mendations to management for further improvement in 
the future. 

This is only a sketchy outline of the entry. The entry 
itself will be on display at N.R.C.A.’s booth at the Los 
Angeles Conference next July. We have tried here to 
give members an idea of what a winning entry looks 
like. Please reread the announcement on pages 16 and 
17 of the October, 1957 Creprr Wortp. We emphasize 
the suggestion that the entry need not be elaborately 
bound in a costly binder but that each page set forth, 
clearly and concisely, what detail of the entrant’s ac- 
tivity is being reported on. The Scott Award is intended 
to bring to light the accomplishments of individuals 
in retail credit work whose achievements might not 
otherwise be recognized beyond their immediate areas. 

Time is short now. District conferences will soon be 
held. Members are urged to get their entries in as 
quickly as possible to their district presidents. Please 
write to the National Office if you are unsure of any 
details. We want the greatest amount of participation 
possible. The prize is $500—L. S. Crowder, General 
Manager-Treasurer, National Retail Credit Association. 





organizations we represent. These will become evident 
through our own improved performances, the efficiency 
and saving which may result, the good will which will 
be created, and the probability of our contributing more 
to increased sales and profits. 

Third, your customers will benefit also. For them, the 
returns may be better service from you, greater under- 
standing of their needs and problems, better methods of 
handling those problems, and helping them find solu- 
tions. 

Finally, your own Association will benefit through 
your membership. With that will come increased recog- 
nition and respect. When that time arrives, then and 
only then can there be a start made on that road to 
professional recognition which we are all seeking; and 
that leads me to the last item which I should like to 
discuss with you today. 

This subject of professional recognition is an interest- 
ing one. Through the years we have done a lot of talk- 
ing about it, but I notice progress in achieving such 
status has been slow. In my opinion progress will con- 
tinue to be slow, and our work is not likely to be rec- 
ognized as a profession, unless we do more than talk 
about it. 

This subject is of particular significance when we are 
considering reasons why more of us should be investing 
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rather than spending our time. To illustrate this point, 
let us go back to definitions again. A profession is de- 
fined as an occupation involving higher motives than 
mere gain. It is also referred to as a calling in which 
one professes to have acquired some special knowledge 
used by way of either instructing, guiding or advising 
others, or of serving them in some way. The two key 
parts of this definition of the word “profession” are the 
act of acquiring special knowledge, commonly known as 
study, and the providing of service to others. 

It is an interesting and important coincidence that 
that illustrations previously used as ways of investing 
time contain both of these characteristics of a profession 
—study and service. I am confident that many more 
ways in which each of us could invest our time would 
also include study and service. 

If we are to succeed in doing this, then it is necessary 
for us to learn to handle our time as we have been 
taught and as we try to teach others to handle money. 
Unlike money, time is limited by the number of hours 
in the day and the number of days in the year, as well 
as by our physical capacity to use it. The better job 
we do of investing some of the time we are otherwise 
going to spend, the more we can do for our companies, 
our customers, our communities, and ourselves, as well 
as the profession we are trying to develop. kik 
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General 
QUESTION 


“Should small businesses age their accounts receiv- 
able and how frequently? What are the advantages of 
age analysis?” 


ANSWERS 


Bert B. Bateman, Chandler & Co., Inc., Knoxville, 
Tennessee: Yes, small businesses should age their ac 
counts receivable and in order to receive the maximum 
benefit of an age analysis, aging should be on a monthly 
rather than on a quarterly, semiannual or annual basis 
Once an account has been aged, subsequent consecutive 
monthly aging will require only a small portion of the 
time which was necessary to make the first aging. As 
you know, a controlled credit and collection policy 
eliminates the possibility of your customer receivables 
becoming your most perishable or quick diminishing 
asset. The practice of aging your accounts will afford 
you good control over your accounts receivable by giv- 
ing you a complete up-to-date picture of collections, 
pinpoints the accounts becoming habitually slow and 
indicates without delay what action should be taken 
on each individual account. Also, it provides an ade 
quate method of comparing current collection trends 
and collection efficiency with prior periods. Operators 
and owners of small businesses, or any size business, 
need a method to test the efficiency of their collection 
efforts and practices. A commonly used collection per 
centage method is that of calculating the proportion 
collected during the month to the total amount of ac 
counts receivable outstanding at the beginning of the 
month. Another method is the ratio of the accounts re 
ceivable to average monthly sales, which indicates the 
number of months that receivable are out 
standing. Neither of these methods is adequate to pro 
duce a true picture. It is entirely possible for your col- 
lection percentages to show a healthy condition when 
in reality the number of slow accounts could be increas 
ing, as well as the slow account balances increasing, as 
well as the proportion of prompt accounts declining 
any or all of this could be brought about by current ac 
counts being paid more quickly than usual. Only an 
age analysis will reveal the actual condition of your 
accounts. Your age analysis will be beneficial when 
setting up reserve for bad accounts because you will 
have information to accurately compare current col 
lection trends to prior periods, as well as considering 
the various ages of the outstanding balances which are 
past due. These factors, I believe, are the important ad 
vantages derived through age analysis of accounts re 
ceivable. 


accounts 


John S. Lanning, Credit Manager, Green Colonial 
Inc., Des Moines, Iowa: The importance of accounts re- 


ceivable turnover small business 
Age 
analyses familiarize management with the paying hab 
its of all both prompt and slow—and 
spotlight the ones that need attention NOW. Sales pol 


icy and financial condition play a much larger part in 


is just as great to a 


as a large one—sometimes even more important. 


customers 


determining the need for age analyses than size of the 
firm. 


Audrey Harness, Little & Taylor, Victoria, B. C., 
Canada: Age analysis is one of the important tools of 
an efficient system. An efficient bookkeeping system for 
Accounts Receivable is most important for credit con 
trol, for failure to keep proper books is the primary 
factor of bankruptcy Whether a 
is large or small is of no great importance to this month 


in business business 
ly system of examining their charge accounts ledger 
but of utmost importance to the efficient control in re 
gard to collections, follow-up and placing restrictions 
on accounts, Too often in small offices the accounts re 
ceivable are just part of the work required to be per 
formed by Although an efficient 
the debiting of pur 
chases and crediting of payments, the important factor 
of analysing at a regular time 
overlooked. The analysis of receivable 
is simply to record each month and takes very little 
of an office clerk’s time, once the routine is set-up. A 


the office employee 


accounting system exists as to 


each month is often 


age accounts 


form may be drawn up to meet each office’s own re 
quirements or N.R.C.A. forms may be secured from the 
Credit Bureau. This should be part of the monthly 
work of a credit office, the same as preparing of month 
ly statements. At a glance the slow accounts 
the Credit Manager and Management, and 
through this available information a more efficient con 
trol on the past-due account is achieved. The trends are 
indicated as to collections and it discloses the efficiency 
of the collection work. To those who have used this 
system of Age Analysis they have found it to be an 
effective tool in collections. It has proven to be a great 
help in determining Bad Debt Reserves, as some firms 
require this information monthly, others quarterly, half 
and yearly, therefore the infomation is at hand. Natural 
ly slow accounts directly affect sales and customer re 


are re 
vealed to 


lations, therefore, management has a monthly analysis 
yard stick with which to note business conditions within 


thei: own organization 


Jewelry 
QUESTION 


“What methods of reviving inactive accounts have 
been found to be effective in the jewelry business?” 


ANSWER 
Harry Meisman, Credit Manager, Mermod Jaccard 


King, St. Louis, Missouri: We have sent out statements 
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with a zero balance stating we would like them to use 
the account or inviting them into our store again, also 
direct letter appeal, although we do find that the most 
effective way is to send out brochures or a catalog 
which describes our merchandise. 


QUESTION 


“What should I do when a husband writes to a store 
stating he is no longer responsible for his wife’s credit 
purchases?” 

ANSWER 


Harry Meisman, Credit Manager, Mermod Jaccard 
King, St. Louis, Missouri: We write to Mrs. and state 
that Mr. has closed the account and ask her to tell us 
how she would like her personal account handled. 


Public Utilities 
QUESTION 


“What is the policy of the firms represented on the 
panel regarding charge-off accounts. Are the accounts 
taken out of Accounts Receivable and transferred to 
another file or are they left in the ledger for continued 
collection work or are they simply forgotten?” 


ANSWER 


J. D. Hartup, Regional Credit Manager, Standard 
Oil Company of California, Spokane, Washington: 
When an account becomes uncollectible, it is trans- 
ferred out of accounts receivable and charged-off as a 
loss. This charge-off is made during the year in which 
the account is factually determined to be a loss. Under 
certain circumstances presently uncollectible accounts 
have possibilities of being collectible in the near fu- 
ture. Such accounts remain with collection agencies 
for continued collection work. This is particularly true 
in cases where a judgment has been obtained. The file 
is not closed until the claim is outlawed or other deter 
mination has been made that no purpose will be served 
by continuing the collection follow-up. 


Attention Please 


SHOWN HERE, in actual size, 
is our newest sticker, printed 
in the National’s colors, bronze 
blue on gold gummed paper. 


THE NATIONAL’S slogan, 
pol och “Guard Your Credit as a Sa- 
— cred Trust,” is effective as 
an educational message, De- 
signed as an all purpose stick- 

er, it may be used: 





GUARD YOUR 


@ When affixed to the customer’s statement it 
acts as a collection aid. 


e When used on credit department correspond- 
ence it carries prestige of N.R.C.A. membership. 


Price, $4.00 per thousand 
NATIONAL RETAIL CREDIT ASSOCIATION 


375 Jackson Ave. St. Louis 5, Missouri 
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Building Material 
QUESTION 


“Is it sound procedure to sell roofing, lumber and 
such material on long terms and how many months 
should be allowed?” 


ANSWERS 


J. M. Dean, Secretary-Manager, Building Material 
Dealers’ Credit Association, Los Angeles, California: 
This subject has many approaches. The entire answer 
is in the hands of the supplier or the merchant. The 
first consideration should always be given as to whether 
you are selling a quality product and service, or are 
you selling terms only? Does your mark-up of profit 
justify your losing the use of your money for a long 
period of time? Can you borrow money for less than 
your profit? The proven yardstick in the building ma- 
terial industry is: When an account goes 30 days past 
due, you have lost 15 per cent of your profit; 60 days 
past due, 35 per cent of your profit; 90 days past due, 
50 per cent of your profit; one year past due, all of your 
profit; plus a portion of your principal. The experience 
of this industry has been that every time you start to 
sell merchandise to the building trade on extended 
terms without ample security, you sooner or later wind 
up with a failure. In my opinion, there is no place in 
the building material industry for long credit terms. 


Archie C. Norton, Credit Manager, Lyon Lumber 
Co., Decatur, Illinois: Yes, however we use the F.H.A. 
Home Improvement Loan, through our local banks and 
the customer has up to five years to pay. On this plan 
we obtain our money immediately upon completion of 
job. We have sold such material on a 90 day charge 
with understanding that one-third of the balance would 
be paid each month during the period. 


Dairy and Baking 


QUESTION 


“What procedure should be followed in granting 
weekly, two-weekly or monthly credit to a new whole- 
sale account that requests credit when giving the 
order?” 


ANSWER 


Harry W. McMillan, The Borden Company, Detroit, 
Michigan: The request for weekly, two-weekly or 
monthly credit to a new wholesale account should be 
granted only after a credit report has been obtained 
and/or other information received justifies approval. 
The account should be served on a cash daily basis, if 
possible, and not more than one week’s credit until ap- 
proved. Some exceptions to the above are political en- 
tities, parochial schools and hospitals. 


Furniture 
QUESTION 


“How much service charge should be charged for 
financing customer instalment accounts for one, two 
or three years?” 


ANSWERS 


John A. Broom, Jr., Store Manager, Cate-McLaurin 
Company, Columbia, South Carolina. It seems that the 





Results of Presiden 


THE SECOND President’s Annual Membership Drive 
was held from September 15, 1957 through October 31, 
1957. During the drive 1,949 new members were received 
at the National Office. Prizes were awarded to partic- 
ipants of this special campaign as follows: 


Checks for $50.00 were awarded to: C. N. Ellis, Retail 
Merchants Association, Pampa, Texas; Elmer A. Uffman, 
Credit Bureau of Baton Rouge, Baton Rouge, Louisiana; 
Paul A. David, Credit Bureau of Toledo, Toledo, Ohio. 


General Electric clock radios were awarded to: Mary 
Ethel Dunn, Fort Stockton Retail Credit Bureau, Fort 
Stockton, Texas; Henry C. Alexander, Belk Brothers 
Company, Charlotte, North Carolina; Charles F. Shel- 
don, Philadelphia Credit Bureau, Inc., Philadelphia, 


Pennsylvania. 


Weather Guides were awarded to: Mrs. J. S. Dill, Re- 
tail Merchants Association, Corsicana, Texas; J. K. Allt- 
haus, The Credit Bureau, Inc., Washington, D. C. 


Silver plaques, to be presented at the International 
Consumer Credit Conference in Los Angeles, to be re- 
tained for one year, were won by the Credit Bureau of 
Toledo and District 5, National Retail Credit Associa- 
tion. 


('s Membership Drive 


Bronze plaques, to be retained permanently, were 
awarded to Pampa, Texas, Baton Rouge, Louisiana, and 
Toledo, Ohio. 

Two cities became 100 per cent National during the 
drive: Baton Rouge, Louisiana, having reported 356 new 
members and Toledo, Ohio, 376 new members. Philadel- 
phia, Pennsylvania, which has been a National Unit for 
some years, reported 120 new members. 

Districts reporting more than 150 new members were: 


District Members 


471 

420 

. 353 

oe wk. we eer 261 
1( > on 


Congratulations and best wishes to the winners and 
our sincere thanks to all participants in the drive. 


General Membership Chairman 
National Retail Credit Association 





question would necessarily be governed by the local 
market conditions, and the type merchandise sold. Cer- 
tainly, a large ticket item on which the dealer makes 
a fair profit could afford to finance the paper at a lower 
rate than a low profit item where service is involved. 
I am thinking now in comparison of the furniture sale 
where service is usually no problem and where the 
gross mark-up .is usually higher against the appliance 
sale where competition has beaten the price down. Even 
at list prices the gross profit on appliances is small 
compared to furniture. Now that long trades and dis 
counts have lessened the profit, and considering neces 
sary service, the service charges must be higher. We use 
the GMAC Household finance chart and an indirect 
collection plan, and find the finance charges to be well 
in line. We do not finance anything except some com- 
mercial installations’ as long as three years. 


William Streeter, Davidson-Boutell Corporation, 
Minneapolis, Minnesota: The increase in interest rates 
by the government and the increase in administrative 
costs on credit sales are a condition brought about by 
the general increase in our cost of living. The “time” 
price of a credit purchase, in my opinion, should cover 
the administrative cost and the invested return on capi 
tal that could be gained through other sources. If statis- 
tics prove today that finance charges of eight and two 
tenths per cent a year do not cover the cost of handling 
credit sales, and prime interest rates for borrowing 
money are now four and one-half per cent, then I am 
reasonably sure that a finance charge of one and one 
half per cent a month on a reduced balance is not out 
of line. A 30 day account is the only credit accommoda- 
tion that should be free of a service charge. I realize 
that those who read this might feel that Mr. and Mrs. 
Customer will really be forced to pay a high penalty 
for the use of credit. However, those same people who 


might complain about these charges might think of the 
even increasing cost of living reflected in increases in 
earnings and services of which we are all a part. There- 
fore, if we want to enjoy the use of credit and the use 
of time, and, along with that, we want to enjoy the 
highest rate of earnings that we are capable of receiv- 
ing, we must also pay for the services rendered 


Eldon L. Taylor, Glen Brothers Music Company, Og- 
den, Utah: Service charges for financing customer in- 
stalment accounts, seem to vary considerably in differ- 
ent parts of our country and in different types of busi- 
ness. In a recent survey that I made for the Music Mer- 
chants research group, I received reports of varied rates 
now being charged, but most of them seemed to think 
that they were now too low and expected to increase the 
amount before long. The majority were charging six 
per cent on the balance after the down payment or a 
flat one-half of one per cent per month for each month 
the contract was to run. Some increased the rate on 
larger contracts and some decreased the rate on greater 
sales. The highest rate reported was eight per cent per 
annum added to the contract and the lowest was no 
accommodation or interest charge. The present trend 
seems to be up and ot necessity, because the cost to the 
dealer to finance instalment contracts has been doubled 
in the past few years, due to increased cost of borrowed 
capital, wages and supplies. The general feeling is that 
one per cent per month is entirely justified 


Help Wanied 


Man or woman to manage or train for management of 
Credit Bureau in Florida. Age or marital status no ob- 
ject. Send qualifications to L. A. Roos, Manager, Credit 
Bureau of Leesburg, Leesburg, Florida. 
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Salt Lake City, Utah 


The annual meeting of the Credit Bureau of Salt Lake 
City, Salt Lake City, Utah, was held recently at Hotel 
Utah. The annual reports given at the meeting indicated 
a steady growth in membership which is now repre- 
sented by 778 business and professional firms of the 
city. James Rieben, Vice President, First Security Bank 
of Utah, was elected President; Winston Jones, Strevell 
Patterson Finance Company was elected Vice President; 
and Hugh Bunnell, Morrison-Merrill Lumber Company 
was elected Treasurer. William S. Asper was retained 
as Executive Vice President and Secretary. New di 
rectors elected were: Mack Lawrence, Mountain States 
Telephone and Telegraph Company; and Kenneth 
Matheson, Tri-State Lumber Company. Holdover di 
rectors Arthur Ridd, Continental Bank & Trust 
Company; Clary Crooks, Newspaper Agency Corpora- 
tion; Ralph Trane, Daynes Music Company; and Orson 
Richins, Prudential Federal Savings. 


are: 


Quincy, Massachusetts 


The Retail Credit Association of the South Shore was 
organized recently in Quincy, Massachusetts. Charter 
members included 20 credit executives of the city and 
they are now working at increasing the membership to 
50. Officers and directors elected at the organizational 
meeting were: President, Mahlon A. Cook, Remick 
Company; Vice President, Ebba E. Munck, Norfolk 
County Trust Company; Secretary, Richard A. Shaw, 
Quincy Credit Bureau; and Treasurer, Eleanor Sullivan, 
Quincy Coal & Oil Company. Directors: Marguerite Cal- 
lahan, Gilchrist Company; Walter Leonard, Lerner 
Shops; Philip Nash, Alvin Hollis Company; Douglas 
Richardson, Goodyear Tire Company; Walter Carroll, 
Quincy Electric Company; Russell Fish, Welch 
Company. 

Shown in the picture below, left to right, are: Richard 
A. Shaw, Secretary; Ebba Munck, Vice President; Mah- 
lon A. Cook, President; and Eleanor V. Sullivan, 
Treasurer. 


and 
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Louisville, Kentucky 


At the annual meeting of the Retail Credit Managers’ 
Association, Louisville, Kentucky, the following officers 
and directors were elected: President, Helen Grimes, 
Dolfingers, Inc.; Vice President, B. W. Webb, Liberty 
National Bank & Trust Company; and Secretary 
Treasurer, Carson L. Bard, Credit Bureau of Louisville 
Directors: Frank B. Gensle, Summers-Herrmann; Mrs. 
Leola Gollar, State Finance Company; Mrs. Dorothy 
Kehm, William Kendrick Jewelers; Jack R. Mickschl, 
H. P. Selman Company; Ted R. G. Stanley, Norton 
Memorial Infirmary; and Mrs. Mattie Vanderford, 
Wilbur-Rogers Company 


Lincoln, Nebraska 


The new officers and directors of the Lincoln Retail 
Credit Men’s Association, Lincoln, Nebraska, are: Presi 
dent, M. H. Pollard, Jr., First National Bank: Vice 
President, Arden W. Peterson, Hardy Furniture Com 
pany: and Secretary-Treasurer, R. E. Skold, The United 
Credit Bureau. Directors: Donald Boldt, Gold & Com 
pany; Ann Kryger, Kryger Safe-T Glass & Paint Com 
pany: Donald Wright, National Bank of Commerce; Mel 
vin Morrison, Roberts Dairy; and Harold Carl, Conti 
nental National Bank. 


Cincinnati, Ohio 

The Associated Retail Credit Granters of Cincinnati, 
Cincinnati, Ohio, has elected the following officers and 
directors for the ensuing year: President, Earl Frye, 
Getz Jewelers; Vice President, Walter Spoerlin, Squires 
Inc., Treasurere, Floyd Wilson, Kline’s; and Secretary, 
Allison P. Koelling, Credit Bureau of Cincinnati. Di 
rectors: Mary Brinkman, McAlpin Company; and Nat 
alie Roth, Burkhardt Brothers. 


Anderson, Indiana 


At the annual meeting of the Anderson Retail Credit 
Association, Anderson, Indiana, the following officers 
and directors were elected: President, Mrs. Melinda 
Ballard, Anderson Roofing Company; Vice President, 
Mrs. Mary Harris, Unique Shop; and Secretary 
Treasurer, John W. Nottingham, Credit Bureau of An 
derson. Director is Willard Wilkerson, Anderson Camera 
Shop 


Savannah, Georgia 
The new officers and directors of the Associated Retail 
Credit Managers of Savannah, Savannah, Georgia, are: 
Kertis Elkins, Savannah Gas Company; Vice President, 


Spurgeon Edwards, Liberty National Bank and Trust 
Company; Secretary, Murrey Weldon, Merchants Credit 
Association; and Treasurer, Clinton B. Gnann, Morris 
Levy’s. Directors: Edward J. Brown, Jr., Georgia Sup 
ply Company; C. Roy Linzer, Friedman’s Jewelers; John 
Lassiter, Woeltjen Insurance Agency; Clyde Collins, 
Shore’s Amana Food Plan; and Mrs. Irene Ard, Ben’s 
Men’s and Boys’ Shop. 
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“Galloping” Crime—Indicator of Retail Losses by 
Shoplifting and Fraudulent Checks: The words 
“creeping,’ “walking,” and “galloping” are often ap- 
plied to inflation, always with an unpleasant connota 
tion. With the Christmas shopping reason at hand, the 
latest volume of Uniform Crime Reports, issued semi 
annually by the FBI, appears to make it plain that 
“galloping” is the correct word to apply to shoplifting 
and passing of worthless checks, as well as to all other 
categories of crime as reported by the FBI. The FBI 
report is broken down into two sections. Certain major 
crime areas, seven in number, comprise Part I offenses 
Part II offenses include twenty other criminal categories 
of lesser degree. The crime count and statistical data for 
Part I is based on “offenses known to the police,” a proce 
dure adopted by the International Association of Chiefs of 
Police in January 1930. By Act of Congress, the FBI has 
acted as the central clearing house for these and other 
statistics on crime since September 1930. The statistics 
on categories of crime where a complete count is pos 
sible, Class I offenses, are based on reporting units rep 
resenting 84.6 per cent of the population. Accordingly, 
estimates are necessary for only 15.4 per cent of the 
population. Various comparisons and trends are in 
dicated by numerous tables set out in the report. Class 
I offenses include “Larceny-theft,” which embraces 
shoplifting. The other categories in Class I are: criminal 
homicide, rape, robbery, aggravated assault, burglary 
and auto theft. 

Data on Class II offenses is based, not on “offenses 
known to the police,” but on arrests, since a large per 
centage of these lesser crimes may not be known to 
the police unless there is an arrest. A case in point is 
the situation with respect to worthless or fraudulent 
checks, where merchants, restaurants, filling stations, 
etc. have in their files and cash registers many such 
checks never reported to the police (and of course 
there was no arrest). Actually, all such instances are 
crimes “unknown” to the police. It is not possible to 
have a count to show volume of Class II offenses com 
parable to Class I offenses. However, there appears to 
be no reason to doubt that trends and percentages in- 
dicated below with respect to Class I offenses do not 
apply with equal validity to Class II offenses. The latest 
volume of the Uniform Crime Reports, covering the 
period January-June 1957, shows with respect to Class 
I crimes: An 8.4 per cent increase in these major crimes 
during the first six months of 1957 as compared to the 
same period a year ago; the total count of all Class I 
crimes for the six months’ period amounts to 1,399,680, 
which number tops the average for the preceding five 
years by 24.5 per cent; that the category of “larceny 
theft,” which includes shoplifting, increased by 8.5 per 
cent, and, broken down to a daily basis, amounted to 


¥ 4 
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4,755 larcenies (including shoplifting) during each 24 
hour period; that stolen automobiles during the six 
months’ period totaled 144,930, compared to 134,320 in 
the same period of 1956, an increase of 10,610 stolen 
cars, or 7.9 per cent; and that the overall estimated crime 
in these major categories increased 45.7 per cent since 
1951, which is four times the 11 per cent increase in 
population in the same period. As noted above, com 
parable figures as to numbers and/or volume of fraudu 
lent checks—a Class II offense—is not available. How 
ever, the Todd Company, makers of check protective 
devices, in its annual study of worthless checks, esti 
mated that the dollar volume of such checks was ove! 
half a billion for 1956, a 19 per cent increase over 1955 
(For details of the Todd report see The Creprir Wortp 
August 1957, page 21.) 


Antitrust Decree Prohibits Fair Trading for Seven 
Years: An unusual consent decree entered Novembe1 
8, 1957, touched upon pricing problems from manu 
facturer to ultimate consumer. The subject matter of 
the antitrust suit was telescopic sights (called scopes) 
mounted on rifles for the purpose of aiming more ac 
curately. Defendants were three manufacturers, a job 
ber, and three publishers of outdoor magazines, one 
being a national trade association. Complainants wer 
retail, mail-order dealers (called off-list dealers) who 
refused to adhere to the manufacturer’s list prices. The 
complaint alleged that defendants violated Section One 
of the Sherman Act by agreeing to deny off-list dealers 
access both to supplies of scopes and to appropriate ad 
vertising media. It was the sales policy of one or more 
of the defendant manufacturers to fair trade scopes in 
states having laws in that regard 

Broadly the consent decree enjoins the manufacturing 
defendants from any agreements to fix or maintain 
prices or to cut off off-list dealers from sources of supply 
or advertising media: further, it directs these defendants 
to cancel all existing fair trade agreements and enjoins 
them from entering into any new agreements tor a 
period of seven years from the date of the decree. For 
a period of two years “commencing 90 days from the 
date of entry” of the judgment, manufacturing defend 
ants are enjoined from “publishing any manufacturer's 
suggested prices,’ or “engaging in any consumer ad 
vertisements unless any reference therein to prices is 
limited to suggesting that scopes manufactured by such 
defendant may be purchased from persons other than 
defendant for approximately a stated number of dollars 
and advising that local dealers should be consulted to 
The de 
fendant publishers are enjoined both from any agree 
ment aimed at, or for a period of 10 years, individually, 
refusing advertisements of off-list dealers. wie 


determine the actual prices for such scopes.” 
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TWO THOUSAND years ago, the star 
of Bethlehem shone with exceeding 
brightness over the manger where the 
Savior of the world was born. Today we must 
make our star of peace shine through our love of 
our fellow men, which will help us to understand 
all faiths and creeds and finally that we are all 
God’s children redeemed through the Savior of 


the World. 


li may sound absurd to speak of peace and love 
in a world mad with strife and fast-moving new 
scientific ideas but all mankind has a unique 
power to love his fellow men, ‘““Thou shalt love 
thy neighbor as thyself.”” We can all obtain this 
gift and more understanding from our Savior 


whose birth we now celebrate. 


May your Christmas be a joyous one. 


Ch hyo 


President 
National Retail Credit Association 





ANNOUNCING MORE UNUSUAL CREDIT STICKERS 
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R-1 


Printed in gray and blue ink on high gloss finished Printed in red and blue ink on high gloss finished 
white gummed paper. white gummed paper 
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PAY PROFESSIONAL BILLS PROMPTLY . ... that we 


THE MANNER in which you pay your professional bills has an J 
important bearing on your credit standing w:th retaviers have reminded you, 
PAY YOUR PHYSICIAN. dentist and hospital bi'ls promptly and e 
maimtain A GOOD CREDIT RECORD 





won't you send us 


a check -- Please ? 
MANY THANKS ! 


P-3 


Printed in blue ink on high gloss finished white Printed in blue and yellow ink on high gloss finished 
gummed paper white gummed paper 


Shown above are four new stickers that possess eye Prices are 
appeal as well as carrying strong message impact. Such 200 
stickers can be used by large and small retailers and 
also by professional people. The insigne of the National 
Retail Credit Association adds dignity and prestige. 
Easily applied to statements, they can be used by any 1,000 (assorted) 
person in the office. Inexpensive and effective. Minimum order 200 of each sticker 


ALSO AN INNOVATION IN CREDIT STICKERS 


Past Due! | [ “a . Reminder 
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May we have your 
check? 














You Don't Owe Please! 
Us a Cent! : 
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This account is 
past due 
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These are Perma-grip pressure-sensitive self-adhesive of the Avery Adhesive Label Corporation, Monrovia 
labels that stick without moistening. A definite time California, they are shown above. actual size 





saver. They are mounted on a backing strip and dispense Prices are 
one at a time from a cardboard dispenser. Boxed in 500 $2.50 
quantities of 500. Can be sold only by the box. A product 1,000 4.50 


NATIONAL RETAIL CREDIT ASSOCIATION 


375 JACKSON AVENUE ST. LOUIS 5, MO 








DELUXE STICKERS THAT PRODUCE 
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R-4 Red and Black or use ‘ R-2 Yellow and Black 


R-3 Chartreuse and Black 
~urple and Black 


C-8 Red and Black 


White and Black C-2 White and Black 


YOU WILL BE especially interested in these new A product of the St. Louis Sticker Company, St. Louis, 
stickers. They are die cut and printed in various colors Missouri, they are shown above, actual size. 
on high gloss finished gummed paper. The two shown at 
the top are expressly designed for stores using Charga 
Plate and their use approved by the Farrington Manu 


Prices are 
200 
500 
1,000 


facturing Company. Stickers are effective in stimulating 
1,000 (assorted) 


credit sales, reviving inactive accounts and in collecting 


past-due accounts. PLACE YOUR ORDER TODAY 


NATIONAL RETAIL CREDIT ASSOCIATION 


375 JACKSON AVENUE ST. LOUIS 5, MO. 
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